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''Seasoned to Please!'' 
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Represented! by H-R Television, Inc. 

or ^0 
Call C P. Persons Jr., General Manager 
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-Qrtiidden' Cigarette Talk Clears Air 



Sif\%' Vork — Many of Madison 
/cniM.»'s tacitly forbidilcn words 
3 Hit cigarctte-inioking were said 
I d and clear on air last week via 
( S l elcvision's second look at 
vofcing in as niany years. Program 
vi Cii;iireiies: A CoHisiun of In- 
iksi (whose very title drew criti- 
aircxl by prodiiccr-uritcr 
/bur D Morse for CBS Reports. 

Smoking controversy was pin- 
pntsJ as economics vs. health, with 
a SS-billion-per-year industry (which 
>Jds S3 billion in tn.xes. supports 
"1,000 farm families plus countless 
ocrs) opposed by future health of a 
l|i-m'illnon nation. 

Calling program "valuable, coura- 
I us, and truly public service," New 
^rk Herald-Tribune's tv critic John 
I rn wrote: "If honest self-criticism 
mark of maturity, then television 
, la« night gave every indication of 
bfig grown up." 

krghKght quotes: 

jJr. Luther L. Terry. U.S. Surgeon 
cjieTal' "My advice to the smoker 
W'lljd be to stop smoking." 

)r. Eva Salber, senior research 
ayciale. Harvard School of Public 
ralth: "If present trends continue, 
til I million present school children 
if he U. S. will die of lung cancer." 

ptter Thomas Garrett, philosophy 
pressor. University of Scranton, on 
nTaliiy of cigarette advertising: 
" t's put it this way, the man who 



III*© pierjishal judgment seen 
\kf fl bsMtring prograrning 

i»t — Charles M. Stone, radio 
imifgir of NAB's code authority. 
Uij's broadcaslcrs to improve indus- 
tr exercising more personal 
)i rntigil in vvhat they offer public. 

e said they shouldn't rely cxclii- 
si If 00 polls, surveys and ratings to 
diJTtlfae likes and dislikes of audi- 
Gi rs. Ra;ther than downgrade their 
®liiisn& he said, they should strive 
ix iWpriwement by putting more 
refjTce m awn convictions. 

diJresMing combined meeting of 
iNI iisiliplil and Louisiana broadcaster 
^„ Stone said broadcaster should 
self if he approves of what his 
on IS prosJueing for public and 
consider material acceptable 
ely "because it sells." 
his, he emphasized, docs not 
PT e that broadcaster's own judg- 
m t would necessarily result m 
fiincial loss. It's possible lh.it a 
I^Fr job could be done bv trying. 



drives the getaway car in a bank 
robbery is as guiltv as the man who 
holds the gun. . . " 

Davit! Ogiivy, chairman, Ogilv), 
Benson and Mather: Some cigarette 
commercials "are intentu.ilK dishon- 
est and the men who wrote them and 
paid for them know it " 

NAB's Lcroy Collins: ". . . the 
need is to restrain the over-all ad- 
vertising program so that it will not 
mislead, deceive, be false . . ." 

Mrs. Mildred Brad> of the Con- 
sumer's Union; "I don't sec how this 
(broadcasting) right and privilege 
given to this industry can justifiably 
be used to damage the children of the 
nation. So on these two media (radio, 
tv) — • no advertising." 



JACK PAAR WINS 
APPROVAL OF N.E. 
STATION BUYS 

\S as,hinsliJti — \ IC has approved 
S3,f>75.000 bu> o( WMIW-IV (( 11 
H) Poland Springs. Me , and WM HV- 
I .M Ml. Waihinglon \' H . b> J.i..*. 
I'aar's Dolphin rntcrprivrs C hrmn 
Hcnr> and Cninr, Cox diwippro'scd 
of the transfer from Ml. U'ashingion 
rv. Inc., original owners of she 
broadcast pri>pcrtics. 

If broadcaster Pa;ir lives up to hi* 
unprcdiciabilit) as a performer. 
Maine vicv^crs could he in for wmc 
jotis — but even ihc Paar tempera- 
ment may h.ive to bow to financial 
exigencies of running a television 
station. 



Cone claims bad handling by advertising people' 
A major piggyback problem, wants Code to take look 



Chicago — A major advertising ex- 
ecutive has expressed the hope that the 
NAB code "will really look into" the 
piggyback issue. Fairfax Cone, Foote, 
Cone & Belding executive committee 
chairman, says he's concerned th.nt 
some advertisers run two 30-second 
commercials in a minute, others want 
to run 30-20-1 0. The audience is con- 
vinced that the) got an awful lot of 
commercials. When it vv as really a 
matter of bad handling on the part of 
the advertising people," Cone stressed. 

He was speaking on the Northwest- 
ern/ WGN-TV program. Your Right 
to Say It, aired here Saturday ( 18th). 
Appearing with him were NAB code 
authority director Howard Bell and 
Ward Quaal, e.xec. V.P.-Gen. Mgr.. 
WGN. Inc. 

Bell pointed out; "From our moni- 
toring reports, we find that over 90 
percent of the stations and comnier- 
ci.ils compiv with the time standard 
limitations — among code subscribers 
— but our problem today, and it is 
the number one code problem at the 
moment, is not stations exceeding 
commercial time limitations "It is the 
appearance, or impression of the 
viewer, of the non-programing con- 
tent of IV — including promotional an- 
nouncements, billboards, credits, com- 
mercials, including piggybacks, etc. 
\\ e need to reduce the non-program 
elements to which the v lewer is sub- 
jected. 

" The problem is not the excess," 
Bell .isserted. "But the content, in 
terms of the representations, the 
claims, exaggerations, derogation of 
the competitors, lack of substantiation 



of claims. This is a serious problem 
within the clearance progress of the 
code authority." 

Cone, meantime said he wasn't con- 
vinced the advertisers were getting "a 
fair shake" for their minutes. "Once 
the> sponsored a program, having 
three one-minute commercials — then 
costs went up and thc> began sharing 
sponsorships, participating evcrv other 
week. etc. The result is watered down 
impact." he said, adding he doubts it 
will work. 

Discussing minoritv programing. 
Bell noted a station Can afford this 
"only if It has successful m.ijoritv pro- 
graming prixiucing enough revenue to 
underwrite the unprofitable programs 
of culture, etc. " 

Quaal pointed to an example Irom 
U'CfN s experience. "We aired for four 
years the distinguished Great Music 
From Chicaso. The highest rating we 
ever had, in prime time, was a 4.5 — 
and we never received as much as 
I 1 2th of our out-of-p*vket expenses 
in return from advertisers kvall). Wc 
hope to get our moncv back over .i 
period of years through s) ndrcation 
— largelv overseas. Through all of our 
efforts (to scrv e minorilv audience), 
we received not as much as five let- 
ters one season. 22 letters another sea- 
son, and 40 another seaion." 

He said the airline which sfx-insorcd 
the show one season, when approached 
the Sollowing season, conimentcd. 
"Ward, It was a fine show . in the pub- 
lic interest But if I had one letter. I 
could have gone to nn pcop e and 
s.iid support th s station, it is doing a 
job." 



3 



FRIDAY AT 



Food, grocery products put $350.1 million in tv 
to lead all advertising classifications for '63 



Todd Stqrz, 3Bt iSeg 
suddenly in Flt>rl£^ 

Omaha, Neh; — Serviegs | 
place here on Apr. foi f- 
Storz, 39, president of Stofz Bra 
easting, which operates; WDG' 
Minneapolis; WHB Kans8& G' 
Mo.; WTIX New Qrleans; 
Miami; KOMA Okiahoina ' 
and KXQK St. Louis, Stvm 0 
of an apparent cerebral hemorrh 
while at his home in Miami "Sm 
Apr. 13. 

Generally acknowledged in Ih 
broadcast industry as the rn||£ 
forees in establishing "formula*' - 
or top 40 — radio,, his first fm^ 
in that area came in 1949 ^wk 
KOWH Omaha, 500 watt dij 
timer purchased that year (aftsn 
with KOAD-FM) by a c#ij)arajii> 
he set up v/ith his father. Bit?* 
H. Storz, in his native Gity. 

Storz' second broadcast tran 
aetidn Carfie in 1953, tjie purehai 
of WTIX, which was foltei^ifd b 
the ac_quisition of the other m, 
tions in his group. His last # 
tion buy was KXOK, iti 19iQ. 1 
between, he sold his firsf dtie 
KOWH. 

Survivojs include his wife, Ur 
a daughter, Lynn; two sons, 
and Bradley; his parents^ aai , 
sister. i 



New York — Twenty-two product 
classes increased tv expenditures last 
year, and 8 advertisers are among top 
100 for first time in TVB's common 
classification report of estimated 
gross time sales for 1963. 

Dollar-wise, groups were again led 
by food and grocery products, up 
10.6 percent to $350.1 million total, 
with other leaders: cosmetics-toiletries* 
up 15.8 percent to $189.7 million; 
drug products, up 14.7 percent to 
$177.9 million; tobacco products-sup- 
plies, up 13.2 percent to $134.3 mil- 
lion. 

Largest percentage increases were 
for transportation and travel, up 88.1 
percent to 14.9 million; garden sup- 
plies, up 78.4 percent to $2.4 mil- 
lion; stationery-office equipment, up 
69.3 percent to $3.6 million. 

Eight advertisers on list for first 
time since its 1958 inception are: 
American Cyananid, Shulton, Amer- 
ican Motors, Sunbeam, General Cigar, 
Chrysler Dealers, Royal Crown, and 
Green Giant. 

Pointers-in-the-wind? Clothing-ac- 
cessories, up 52.2 percent, and amuse- 
ments, up 56.8 percent — large in- 
creases, though dollar-expenditures 



Henry urges more programing 

geared to teen audiences 

New York — Always careful to avoid 
the heavy-handed "Vast Wasteland"- 
accusations of his predecessor, FCC 
chrmn E. William Henry gingerly 
suggested in an on-air appearance yes- 
terday (19th) that broadcasters could 
and should do more in the area of 
teen-appeal programing. 

Questioned by two teen-age science 
students, Eric Sundberg and Barbara 
Tepper, on ABC-TV's Science All- 
Stars, Henry noted that programs par- 
ticularly for adolescents "arc con- 
spicuous by their absence, except 
for the limited kind that I've usually 
seen of the teenage dance party. I 
think for young people tv could do 
much more than it does now. I think 
this is one area where perhaps as 
much improvement can be made as 
in any other." Suggesting that ex-teen- 
agers write their local stations and let 
them know they're interested in "bet- 
ter tv service," Henry also touched on 
science programing, said stations arc 
doing some work in this area but 
"could well do more." 

Honeywell sponsors the program, 
which was pre-tapcd at the NAB 
convention in Chicago and was one 
of Henry's rare video appearances. 



were relatively low. Fet products spent 
$2^ million more on tv than clothing 
advertisers. Nine categories cut tv 
investments, notably household fur- 
nishings group (down 24.8 percent to 
$5.5 million), as well as sporting 
goods-toys, radio-tv set manufactur- 
ers, and watch-jewelry advertisers, all 
down about 19 percent. 

Natl, religious group urgfes 
denying 2 Southern Stations 

New York — Jackson, Miss, tv 
stations WLBT and WJTV (both up 
for license renewal) have been 
charged with anti-Negro bias, over 
commercialization, and failure to 
provide adequate public serviee pro- 
graming, in petition asking FCC to 
deny new licenses to both outlets^ filed 
by United Church of Christ, national 
religious group. 

Charges stem from continuous 
monitoring of programs from Mar. 1- 
7, according to Rev. Dr. Everett C. 
Parker, director of office of com- 
munications for church organization. 

Specific charges are: discrimina- 
tion against Negroes in news broad- 
casts, in presentation of "controver- 
sial issues," in failure to use Kegros 
talent, and to annoxince Negro com- 
munity affairs; lack of sufficient 
public affairs programing; and ex- 
cessive commercial announcements, 
resulting in failure "to serve the 
public interest, convenience and 
necessity." 

NAB's Taylor says better programs 
could boost radio revenue by 50% 

Albuquerque — NAB radio v. p. 
Sherril W. Taylor says radio broad- 
casters could increase revenues by 
50 percent by developing more crea- 
tive programing which would appeal 
to larger segment of potential audi- 
ence. He told New Mexico Broad- 
casters Assn. here that despite "gen- 
eral up-beat feeling in radio today," 
he detects an "inexplicable lethargy" 
on part of far too many radio broad- 
casters. 

"This lethargy," he said, "stems 
from areas relating to programing, 
rather than sales, for in all too many 
cases, salesmanship has been better 
than the product. Even so, the radio 
industry should be grossing 50 per- 
cent more in advertising dollars, and 
the reason we are not is not a lack 
of sales effort, but a partial lack of 
universal creative courage in areas of 
programing which would appeal to a 
larger segment, of the audience." 



FCC starts looking iifi 
licensees' CATV linki 

Washington — Planned takeover 
H&B Mierowa\'e Corp.j CATV <>| 
ation with 37 systems in 12 sfit 
by RKQ subsidiary Video Insist 
ent Theaters, has prompted PCE 
look into all aspiects of licencm^ Ov 
ership of community antenna ©tfpt 
It's called for available infomm 
and opinion by June 19. 

Whole question of CATV's. »te 
the future of free tv — including JTiU 
pie ownership rules, the po^lfcilit 
of far-flung programing comjirtj; 
with local Stations, and nMft0^i0l| 
consequences opposed to thci put 
interest — has been many montliiteR 
ing. It foamed up at the MAS « 
yention when FCC Chmn. E. WHTi, 
Henry warned that CATV sW*® 
1.2 million homes has hcbu^Bh" 
America to think in ternjs O'f sg^r 
tion tv. 

Hovering on the hori'zpn, ^ip f 
mentioned in this proceeding,, h i 
sensitiv e matter of the LBi ttrllt 
hold) one Ausftin tv station RTHfi'1 
and its option to buy 50 pereiW 
Capital Cable, an all-wife CATV #p 
ating in Austin. 
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GENERAL 

Anafomy of a $15,000,000 beer campaigji 

Nine Week campaign uses tv, radio spots to boost beer sales 

Advertisers still get breaks in Canadian broadciasting 

Increased demand for tv time forecast at Canadian 
Assn. of Broadcasters meeting 

ADVERTISERS 

France sent Raphael 

Gallic grapes and soil,, plus Jtilitis Wile Sons' know-how brings 
"new" aperitif to U. S. cocktailers 

AGENCIES 

what new IBM System/360 means to advertising ageitlfej 
As cost goes down, efficiency increases — making possible brmdsr 
agency tise of comptiters than ever before 

Minimum research standards set for maximum resultl 

As another step in industry self-regttlation, BRC probes lieurt of 
program ratings by pointing out valid way to research 

TIME/BUYING & SELLING 

FM is a muscle medium 

Bttyers and sellers alike mtisi realize radio is a dynamically grm'iii 
sales force, not a rarefied type of advertising 

TV MEDIA 



Bright future for dark horses 

ARB says not all top 10 are mass-appeal laugh sliows: sonii fi^li 
hecatise they supply no-comedy to the discriminating 



RADIO MEDIA 



The forgotten 51st market 

How to do btisiness — profitably — // your radio outlet is in a mm 
or small comintmitv 



SYNDICATION & SERVICES 



Ultra-identification not good/ says spokesrnan 

Veteran air personality Bob Emerick takes a look at fall trmi& 
commercials, sees more "direct sell" 
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..in a 
class 
by 
itself... 



Depth Quality 
Study of 1,000 adults 
in the Cleveland 
Metropolitan area shows... 



WJW RADIO 
LISTENER AVERAGE 



CLEVELAND 
MARKET AVERAGE 




TOTAL INCOME 
CHIEF WAGE EARNER 



$6,400 



$5,700 




OCCUPATION 

Professional. 
Executive, Proprietor 



27.3% 



16.2% 




HOMES 
Own Homes 
$25,000 or over 
Median 



72.0% 
32.7% 
$21,100 



60.4% 
23.8% 
519 100 




TRAVEL BY AIR 

7 or more trips per year 



42.0% 



29.6% 




AUTO OWNERSHIP 
Own 1 or more cars 
Average cars per home 
1960 or newer 
1959 or older 



94.3% 
1 27 
43.7% 
51.3% 



83.6% 
l.C- 

43.8% 
55.2% 



■or djetailed information, call your Katz representative 

pmrcn: November-December 19S7 Special PULSE survey 



"Any audience-size data used herein is based on the sources !nd cated. 
IS subject to the lirriitat on j on its accuracy nh.ve I in t^c metnod 
of survey used, and shou'd be cons derod s .m es' mi's 
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NOW THAT 
WE'VE HAD A 
GOODYEAR... 



1963 was a year of innovation. The "new ABG" mm^ 
success. Seven of its new shows will be back this fall, Thl 
half the new shows we programmed. (Not even Ty Col 
hit .500.) 

Almost all of our returning shows are having their bli 
years ever. And that includes such long-time fayoritif ' 
Donnai Reed and Ozzie & Harriet. 

Current ratings show ABC in its best conipetiti?BpQ; 
tion of the season — with 20 half hours delivering lO » 
lion or more Average Audience homes — and half aga;lig 
many programs in the Nielsen Top Forty as anothUf Tli 
work competitor. 

Our new shows are playing a large part in this ^i' 
The Fugitive has joined the ranks of television's alWn 
greats. Patty Duke has run off with a remarkable siiaiS 
the young audience. Outer Limits and Burke's Law ha" 
become popular viewing habits. So have Farmer's Paflg 
ter, Jimmy Dean and Hollywood Palace. All of the&c ftf 
shows will be back next year— an amazing 50 per cent • 
the shows that made ABC "new" this season. ' 

ABC made ne^^'S in news this year, too. Howafi J 
Smith and Edward P. Morgan, paired for the New Ha^? 
shire primary, were hailed by critics as the hot ne#flJI 
team. 

Former President Dwight D. Eisenhower, Seift© 
Hubert H. Humphrey and Sam J, Ervin, Jr., were sjgm 
to augment ABC's political convention coverage. 

In sports, ABC's Winter Olympics coverage reaclTEdll 
million different homes — more than two-thirds of all U. 
television homes in a two-week period. ABC will contiBi 
its Olympic co^'erage tluring the trials this sueinters 

Now, ABC is on the move— with a stable base of pff^^l" 
entertainment on which next fall's schedule is built 

Sources. NTI F«b.-Mar. 1964 A,veraoe Audience, regulif .IK-OlJ'"' 
Winter Olympics Nielsen special analysis, 2 weeks ending Hi 




WHAT 
WILL WE DO 
FOR AN ENCORE? 



I 



will l)c a year of oppomiiiity. This fall's AUG 
vclicilulo has real roots. Our i alio of new shows is decreas- 
jitg while that of the other networks is iiureasing. 

We've got nioiiieiitiini. Every single one of this year's 
situation coineth'es will he back next season. So will loiig- 
jini favorites like lien Casey. Wagon Irain and Lawrence 
Wem. 

I We've got a schedule full of new ideas. Peyton Plate 
tvill he the first serialized tlraina ever to appear in prime 
Mnre. Jonny Quest will introduce a new kind of animated 
ickenture. The Addams Kaniily will bring Charles 
Vdclams' famous cartoon characters to life. Bing Croshv 
Kill apjjear in his first continuing series, liewitched. one 
af the most sought after properties of the new season, will 
pe treating viewers to contemporary Witchcraft on AUC. 
I There will he seven Dinah Shore specials — both night- 
ime and daytime. Walter Ureiuian will he back with a 

(lew show. Broadside and No Time for Sergeants are two 
11 re- fire new comedies. Thei e will be exciting adventm e 
n a imitjue setting on \oyage to the Bottom of the Sea. 
jWjjcnseful drama on 12 O'clock High. Mickey Rooney 
Jk'ill star in a new family situation comedy. And George 
piifns and his cigar retiu n to television in Wendy anil Mc. 

I We're not alone in sensing an exciting year for ABC. 
We've got an iniprecedented list of new and retin iniig 
IpQmors with us, with names re{)resenting the entire 
ilphabct of top American advertisers. And the list con 
I inues to grow. 

) To sum lip. We have stability — based on proven enter 
^ainment antl luomentum- proilded on by exciting new 

di^s, 

,1 We can't wait until vou see our encore! 
I. 

%BC Television Netw^ork ^ 

trip,, llM 




FOOD 

CZARS 




buy WNBC-TV. Top names in the 
food business know it's the most 
efficient means of garnishing the 
tables of discerning New York 
consumers. Among the czars: 

Del Monte 
Progresso Foods 
Foods International 

Green Giant Co. 
Campbell Soup Co. 
General Mills 
Borden's 
Pepperidge Farms 
Kellogg Co. 
General Foods Corp. 
Quality Bakers of America 
National Dairy Corp. 

Levy's Bread 
Holland House Coffee 
Dugan Bros. Inc. Bakers 
Romanoff Foods 

Take a tip from the food czars: 
whatever product or service you 
sell, feed more power into your 
selling on WNBC-TV! 




WNBC-TV 

NEW YORK 



PUBLISHER'S 
REPORT 

TODD STORZ SET THE PACE 



TODD SroRZ WAS A PARADOX. Hc had a quiet modest niannen But he bpr 
aeross the radio firmament with the dazzling impaet and speed of &ouft 
He ventured into radio in 1949 when hundreds of radio ownt^rs wgi 
quaking in their boots with the advent of television. 

He stayed with radio. If he ever gave thought to buying into tclpvMg 
I never heard of it. He started with KOWH, a 500 watter in Omaha, h 
home town, and added stations in New Orleans, Kansas City, MinnBapnlfi 
St. Paul, Miami, Oklahoma City and St. Louis. 

At the time of his death last week, at the age of 39, hc still owned 
but the first of these stations. And he made millions with them. 

He established headquarters in Miami and ran his stations with f 
help of his dynamie executive viee president in Kansas City, George (Hue 
Armstrong, and a loyal group of long-time associates. 

But first and foremost he established a new kind of radio — fgffn 
radio. His radio was based on fast paee, on quality control, on hit tume 
on snappy disc jockeys, and on big gobs of promotion. 

I always felt that his emphasis on promotion and advertising stetnttiB- 
from his kinship in the Storz Brewing Company which, like all bT(;*V|ffij; 
used them as essential ingredients. 

He helped glorify the dj. His disk joekey conventions were, like q^Ms^, 
thing Todd did, prime examples of organization and promotion. But l30f( 
a cropper at his Miami Beach Convention through no fault of his own,, rc 
ceived a bad press, and never held another. When he moved to Miami. li 
removed himself from industry sight and was seldom seen thereaftCT. 

But his stations pushed on, gathering strength. And the Storz pilu 
was evident behind-the-seenes. 

In the meantime hundreds of other stations tried to follow the I 
techniques. Storz-trained men were among the most sought-after in ihw h 
dustry. But most stations found it difficult to duplicate; the recipe. 

Word has gone out to the Storz Stations that there will bo' no fittiWI 
in ownership, management, or policy. His father, Robert H. Storz, wa,s \44fl 
him in ownership. Perhaps the industry will be hearing from Storz SCiti.C 
in the days to come. 

* * * 

This is the year of eolor. 

The April 13 issue of SPONSOR is loaded with assorted inforitmriKL 
about tv eolor. We didn't seek it out. It's eoming to us. 

1 note that the EIA reports that 90,850 eolor ty sets were prod»i' 
during February. That means that well over 1,000,000 will be buih this fMv' 

At the NAB convention syndieators reported that eolor interest \&i S 
the boiling point. RCA and other equipment manufacturers say the same 

Color broadcasts are multiplying. 

But the crowning touch! 1 turned on my eolor .set for the fifst H^tf 
l^hillies baseball game of the season last night and — .surprise — got livitti 
color. 1 understand I'll be getting them all season. 

Now 1 know that General Sarnoff has done it again. 
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YEAR-ROUND good living, good business 



land of 





We have seasons, but they are relatively 
mild, without the harsh extremes that often 
disrupt business elsewhere. This means year- 
raund high-level spending, with a diversi- 
fied economy, as a center for government 



business, recreation, education, and indus- 
try. Few stations, we are told, dominate 
their markets as do we in WCTV-land, but 
you probably have your own figures to prove 
this! 



WCTV 





imm. 



rij 20, 1964 
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Inside 
SPONSOR 




"When copy unacceptable under 
our standards is acceptable in other 
media, our job is all the tougher." 

That's the essence of what Code 
Authority director of the NAB, 
Ho>vard H. Bell, told members and 
guests of the Poor Richard Club in 
Philadelphia last week. 

But he said more. 

"I urge our colleagues in the 
print media to join with us in this 
endeavor, to urge the advertising 
community to accept what we have 
set out to achieve and to work with 
us, as many agencies and adver- 
tisers are doing at the present 
time," he said. 

While the type tyros who heard 
him were ' not likely to react like 
kids caught with their hands in the 
cookie jar, I'm sure that his mes- 
sage was understood, particularly 
that "it's not really a question of 
whether one medium is licensed and 
another is not." 

Like a modern John Donne, Bell 
was tolling a message for all the 
"thees" in the advertising firma- 
ment . . . "Contrary to the belief 
of some, no medium is impervious 
to the hand of government. 

Nor is it concern for the govern- 
ment meddling alone. The best self 
interest in advertising should hear 
clearly his call to "share a com- 
mon role to serve the public's inter- 
est and declare ourselves for indus- 
try-wide professional standards to i 
protect the public's confidence. To 
destroy that confidence is to under- 
mine advertising's effectiveness 
wherever it appears*" 

Rather than just plead for the 
cause, SPONSOR has begun to look 
and listen for specifics to spotlight. 
We'll pin them down for you as we 
find them. It will be particularly in- 
teresting to report on what tbe 
A.A.A.A. research on the consumer 
judgment of advertising reveal, 
at (he end of the month. 




FIFTH 



WBT sales repeat? 

We arc the national advertising 
agency for National All-Jersey and 
The American Jersey Cattle club. 
They have asked me to contact you 
for permission to reprint in their 
publication, Jersey Journal, your 
feature, "WBT milks a good sales 
gimmick," in the March 2S issue of 
SPONSOR. They would, of course, 
credit the article to your pub- 
lication. 

Owen Carroll 

Byer & Bowman Acl^eriisiiig 
Columbus, Ohio 

Happy to oblige — Ed. 

"Real Issue" Touched 

Since the release of the govern- 
ment report on smoking, many 
thousands of words have been writ- 
ten and spoken on the subject. But 
we at WXLW rndianapohs felt 
that in many cases the real issue 
was never touched upon. There- 
fore, we prepared an editorial on 
the subject, which we thought was 
one way in which broadcasters 
could aid their audiences. 

We told the public: "At this very 
time, the FTC is studying methods 
of controlling the advertising of 
cigarettes. The advertising profes- 
sion is exploring new ways of pre- 
senting the product. The tobacco 
industry is spending thousands of 
dollars in research in an effort to 
answer the results of the report on 
smoking. The NAB Radio and Tv 
Code Boards arc hammering out 
new controls because proposed 
guidlincs arc 'not adequate to meet 
the need.' 

"All of this activity and addi- 
tional restriction because of a gov- 
ernment report! 

"Has anyone ever written a gov- 
ernment report on the abuses of 
the automobile in America? Has 
anyone made ixn effort to label all 
automobile advertising as an imple- 
ment that could injure and possi- 
bly destroy the careless user? What 
does the FTC say about such label- 



ing and restriction in autornibO 
advertising and promotion? Ht 
m^iny more Ajnericans were mtfki- 
ed or killed each calendar yaar | 
abuses of driving as compariti 'fc 
smoking? What will the Radio ane 
Tv Code Boards do Witli this much 
more deadly probleffli? 

"Someplace in the Atiisria 
seheme of things there wasj a| tn. 
time, the right and; prifileg® ol' 
freedom of ehoiee, 

"Somewhere at the beginnta|: ol 
man's ctioice the word Frcedamj 
was born. It originally carnc frtnj 
the contraction of a phrase — 
Free to choose one's doom, Whsi- 
ever happened to Freedom?*' 

Robert 1>. Enoch 
President WXLW 
huHaiiapoHs, hid. 

Costs & cdntrols 

As old subscribers to fmx i 
SOR magazine, we will be gm 
to you for the foUowing itjftirma- 
tion. 

We arc interested in buyin|. ihe 
latest out or considei^spl hmt tedl 
or publication dealing vMh 
and Control of Operations in a ts 
radio station and network. 

Kindly give us the aamc of sucli 
a book with its publisher's :n»e 
and address, for us to order ft. \ 

Carlos Touclic 

Telesixienia i\teximii(h $d 
Mexico City, Mexico 

NAB, RAB, iwtwork lilnYirm 
the New York public library sti$r 
gest these possibilities: The j^Sf 
covers acconntiiig procedjires xud^, 
while the second pertains to grnvfifi 
adiniiu'strmion. 

Ogden, Warde B.: The TV #Mi'- 
ness: Accounting ProMeiiis #f » 
Growth Indmtry. Homld Pm^, 
N. Y., 1961. ^6. (The amh&F 
partner in the widely kn&wn W' 
counting firm oj Price WaterMwiJ 

Reinsch, J, Leonard atvd Cllfe 
Ehno: Radi& Station Maaagefim^i- 
Harper, N. Y., 2nd revised edM«^ 
1960. $6.50. 
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JK, KPRC.WHAT'S SO SPECIAL ABOUT YOUR TV? 

All sorts of things. Mainly, the friendly things that happen on the KPRC-TV screen 

'fllSDLY? And then some! Everybody in the KPRC-TV family knows just how to make 
elevision fun for you. Unexpected little pleasures pop up all along the way. Real color 
It station breaks. Your own personal merchandising. Many other welcome touches. 

S IT FAST? RESULTFUL? Well. KPRC-TV cruises at a little more than 18 hours every 
Jay. And every hour produces high-flying sales. Availabilities free, too. And 
oca! participation announcements custom-contoured. 

VIIK CAN I GO? Anytime. Make reservations now and — Whoosh! Go! On the 
<PRC-TV Ch. 2. See your Edward Retry man (professionals plan better 
•ales trips) or contact KPRC-TV, Royal Houston, Texas Television. 




VQRIIE OF A HALF A \MLII0S HOMES IN HARRIS 9EFUGI0. ARAVSAS VATAC 8DA »L.ES C t.MAVB!a f-Ei 
■'SS.TORl, JACKSON VICTORIA. GOUAO. DE WITT LAVACA COLORADO, AUSTiS .'.ALLE' V.-G Vf3Y SA'. A 
N AUGUSTINE TR NITV, WALKER GRIMES, V.ASMINGION, FAYETTE. BASTSO" LEE S »l£S U BRAZOS VAO 
ON' ANDERSON AND FREESTONE COUNTIES. 



ma; 

'.A 



(3 AS le SA8 sE 
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CALENDAR 



APRIL 



Financial IMihlic Relations Assn., 

South Central regional meeting, Brown 
Palace Hotel, Denver (20). 

Associated Press, annual meeting, 
President Johnson to speak, Waldorf- 
Astoria, N. Y. (20). 

Society of Typographic Arts, first 
annual Trademarks/ USA national re- 
trospective exhibition of American 
trademarks, symbols, and logotypes, 
Marina Towers, Chicago (opens 20). 

Snies & Marketing Executives of 
Greater Boston, luncheon meeting, 
Somerset Hotel (21). 

National Academy of Recording 
Arts and Sciences, third annual sym- 
posium in association with Bureau of 
Conferences and Institutes of N.Y. 
University's Division of General Edu- 
cation, titled "Recording and Music: 
Culture, Commerce, and Technology," 
at Hotel Lancaster, N.Y. (to 22). 

Television Bureau of Advertising, 
annual spring board of directors meet- 
ing, Greenbrier, White Sulphur 
Springs,_W. Va. (22-23). 

American' Assn. of Advertising 
Agencies, annual national meeting. 
The Greenbrier, White Sulphur 
Springs, W. Va. (23-25). 

Advertising Federation of America, 
fourth district convention, Tampa, Fla. 
(23-26). 

Pennsylvania AP Broadcasters 
Assn., annual meeting. Boiling Springs, 
(24). 

Advertising Cliib of N.V., 14th an- 
nual Inside Advertising Week for col- 
lege seniors, Biltmorc Hotel, N.Y. 
(to 25). 

Georgia AP Broadcasters' Assn., 
annual meeting, Atlanta (25). 

Affiliated Advertising Agencies Net- 
work, annual meeting, Andrew John- 
son Hotel, Knoxville, Tenn. (26-May 
2). 

Wonictco Enterprises, annual stock- 
holders' meeting. Forest Hills Theatre, 
Forest Hills, N. Y. and at World's 
Fair (27). 

Assn. of Canadian Advertisers, an- 
nual conference. Royal York Hotel, 
Foronto (27-29). 

MutiKil Affiliates Advisory Com- 
mittee, executive committee meeting 
at Las Vegas (27-28), followed by 
regular session (29-30). 

Society of Photographic Scientists 
& Engineers, 1964 international con- 
ference. Hotel Americana, N.Y. (27- 
May 1). 

Dallas/Southwest Industrial Trade 
Fair, State Fair Park, Dallas (28-1). 

Station Representatives Assn., 1964 
Silver Nail-Gold Key Awards, Wal- 
dorf-Astoria, N. Y. (28). 

American Film Festival, sixth an- 
nual by liducational Film Library 
Assn., 16mm competition. Hotel Hilt- 
more, N. Y. (20-May 2). 

American >\'()uien in Radio & Tele- 



vision, 13th annual convention, Mayo 
Hotel, Tulsa (30-May 3). 

American Marketing Assn., New 
York Chapter's second annual new 
products conference. Hotel Delmonico, 
N.Y. (30). 



MAY 

Southern California Broadcasters 
Assn. — University of Southern Cali- 
fornia's joint third annual Radio Sem- 
inar, use campus (1). 

Kansas Assn. of Radio Broadcast- 
ers, annual convention, Lassen Hotel, 
Wichita (1-2). 

Kentucky Broadcasters Assn., spring 
convention, Louisville Sheraton Hotel 
(4-6). 

Missouri Broadcasters Assn., annual 
meeting, Columbia (5-6). 

CBS-TV, annual conference of net- 
work and affiliate executives. New 
York Hilton (5-6). 

Electronic Industries Assn., work- 
shop on maintainability of electronic 
equipment. Sheraton-Jefferson Hotel, 
St. Louis (5-7). 

Greater Augusta Advertising Club, 
annual election meeting, Downtowner 
Motel, (7)). 

Montana AP Broadcasters Assn., 
session at Lewiston (7). 

California AP Radio-TV Assn., an- 
nual convention, San Jose (8-10). 

California AP Radio-TV Assn., 
session at Hyatt House, San Jose (9). 

Indiana AP Radio-TV Assn., ses- 
sion at Indianapolis (9). 

Pennsylvania Assn. of Broadcasters, 
annual meeting, The Inn, Buck Hill 
Falls (10-12). 

National Retail Merchants Assn., 
sales promotion division convention. 
Hotel Americana, N. Y. (10-13). 

Direct Mail Advertising Assn., di- 
rect mail institute. University of Con- 
necticut, Storrs, Conn. (10-15). Mail 
order seminar, Statler Hotel, Boston 
(12). 

Assn. of National Advertisers, ses- 
sion at Waldorf-Astoria, N. Y. (11- 
12). 

Sales Promotion Executives Assn., 
seventh annual conference, Astor 
Hotel, N. Y. (1 1-13). 

National Academy of Recording 
Arts & Sciences, dinners for Grammy 
Award winners, simultaneously held 
by its chapters in New York, Los An- 
geles, and Chicago (12). 

Chicago Federated Advertising 
Clid), 22nd annual advertising awards 
presentation and dinner. Palmer 
House (13). 

American TV Commercials Fes- 
tival, fifth annual awards luncheon, 
Waldorf-Astoria (15). 

Sales & Marketing Exccntives-Intl., 
convention, Palmer House, Chicago 
(17-20). 

Ohio Assn. of Broadcasters, spring 



convention. Commodore Perry Hotel, 
Toledo (21-22). 

Alabama Broadcasters Assij., sprlnf 
convention, Broadwater Beach Hot#l„ 
Biloxi, Miss. (21-23). 

Association of Broadcasting Execu- 
tives of Texas, annual awards bntt- 
quct, Dallas (22). 

Louisiana-Mississippi AP Broij]i» 
casters Assn., annual convention,, 
Jackson, Miss. (22-24). 

Emmy Awards 1 6th annual telecast, 
Music Hall, Texas Pavilion, New York 
World's Fair, dnd the Palladium, H^I» 
lywood (25). 

Catholic Press Assn^, convenlioa, 
Penn-Sheraton, Pittsburgh (25-29). 

Art Directors Club of N.Y., awards 
luncheon, Americana Hotel (26). 

Visual Communications Conferenci 
(Art Directors Club of N. Y.), 'Hm: 
York Hilton (27-28). 

American Research Merchandisiai 
Institute, Del Coronado, San Diegu, 
(31 -June 6). 

JUNE 

Intl. Radio & Tv Society, fiM 

Legion of Honor presentation dirt' 
ner. at Waldorf-Astoria, N.Y. (41 

Advertising Federation of AnijBc* 
ica, 60th annual convention, Chast* 
Park Plaza Hotel. St. Louis (7-101. 

International Advertising Assj),., 
1 6th annual world congress, Walderf- 
Astoria, N. Y. (7-10). 

American Academy of AdvCrfMMg^ 
annual convention, Chasc-ParJi Holiet 
St. Louis (7-10). 

Special Libraries Assn., 55th iSQg'- 
vention of advertising and publishing 
divisions, Sheraton-Jefferson Hotel, te 
Louis (7-11). 

Mutual Advertising Agency Jf»l» 
work, national business niCeting, ft* 
marck Hotel, Chicago (11-13). 

Georgia Assn. of Broadcasters, lift 
annual summer convention, CalLw^' 
Gardens, Ga. (13-16). 

American iNIarkefiug Assh«j 43^il 
national conference, Sheraton HatM, 
Dallas (15-19). 

Federation of Canadian Adtefiil* 
ing & Sales Clubs, 17th annual c®n- 
fcTcnee, Nova Scotian Hotel, Halifeii 
N.S. (18-21). 

National Advertising Agency Ttvt' 
work, 1964 management conferenecv 
Far Horizons Hotel Sarasota, Fl|,: 
(21-25). 

Trnnsanierica Advertising AgpilW 
Network, annual meeting, N. Y. pl* 
27). 

Naljonal Editorial A<ijin„ auWA 
convention, Hotel Comnlodofe, N. ¥^ 
(24-27). 

Assn* of Indu.stTial ATdvi?rtIi6*i 
42nd annual conference, SlteratoB 
Hotel. Philadelphia (2S-July I). 

First Advertising Agencj- Netavorfe 
annual convention, Boyne MoiraiiSil 
Lodge, Boyne Falls. Mich. (28-July I)- 
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COIVIIVIERCIAL CRITIQUE 



Why does everyone pick on tv? 



liy I hoinm Kniti h, 
i'oote. Cone S, lU'lilini; 

I often i'iiul in>sclf ildcixiing iclc- 
I vi\i(>ii ncK crtisiiig. even though 
I jigrce th;it it could ;nul should he 
improved. After all, advertising is 
much like that in an\ other medium: 
some good, some bad, and a hellov- 
alot inbetueen. 

Television commercials h a v e 
niiide tremendous strides in the hist 
ten or twelve years. From the si;ind- 
up, on-camera pitchman (which is 
still hard to heat in some instances) 
we have arrived at an exciting era 
I of creatiw innovations on film and 
|\ideotapc. Videotape started as a 
'mere imitation of live commercial 
techiiii|ues. with an added safet\ 
factpr — make an error and you can 
rc-do it, again and again if neces- 
Niry. Today techniques in tape 
have greatly advanced. Tape can 
nnw be edited, can be used on loca- 
tion shooting, can e\en be used to 
create a form of animation. 
I This taped animation proves an- 
I^Hher point in television's emerging 
•influence. No longer is animation 
limited to funny little cartoon 
characters who sing and dance. Now 
ikve can blend graphics, still photos, 
'ind live action for interesting new 
'■ffects. This is strictly a product 
pf tv. \et you'll find this same 
ipproach being used today in other 
_ ireas. Motion pictures, for example, 

Pre using it for fresh, new title cxe- 
tiiions. And if you've seen the re- 
en t splendid film Tom Jones, I'm 
lire you recogni/ed some technical 
ighlights that are television-bred. 

1 took special care one night to 
llonitor tv commercials. I'erhaps 
vvas an exceptionally good even- 
for I saw little that was dis- 
istcful, In the span of about three 
ours I viewed these commercials: 
Four airlines eonuneniah. All 
cll done, all with a stronc sales 



message. In fact, one of the four, 
extolling the beauties of Britain, 
was downright niar%elousl Fine 
photography and a good musical 
score created a mooil and atmos- 
phere that I hated to see end. 

Two soft drink cominerciah. 
lioth handsomely finished, both 
created an exciting visual image. 
\et the\ we re distinguished care- 
fulls from each other. 

One auionntlnle comtnercial. 1 
disagreed with the advertising aji- 
proaeh, found it pretentious, ex- 
tremel) loud, and lacking in aii> 
real sales message. lUit it was beau- 
tifulK photographed and profession- 
ally executeil. Perhaps it did reach 
the audience lor which it was in- 
tended. Vm not that audience. 

One eif^ureue eonnnen ial. An in- 
teresting blend of graphics, tight 
close-ups. and live photograph) . 




I 

loino\ Kniidi, I'miip head art di- 
rit tor lit I ill It t . Cone A lUIJini: 
cnlcrril till- iiili I rtiMiit; hi Id throui;h 
aiiiiniitum in I*J>IK witrkid iit I I'A 
I nui\tihn. iind i.iirs ( nionim I'm- 
dm tii'ii\ III imiu d \ II \\i r A S, m 
III / V ^ II \ II n iirt diri I li <r, X ,>rkitij 
both in riiiladi Iphia mid \ > *\ \ ork 

III' tlho iiorktJ tit ItnniH A \t»elL 
J . Haiti f I honips III. and T id Unti - 
lis II t\ iriiitm I OfVdsihitor lit 
ji mud I CfyH in l'->^l knilih liii\ 
I'xhibitfd pavititiy's Hiilth. Inn in 
line innn s/iou \ in X < n ),<rk, I'lirn 
i.o\ Ani;th'- Phihiilt Iphui. \«n 
Hope, anil I ppt r \\<<nti loir \ J 
III- IS iiuirru d to a tonmr /) snit 
artist and has thrit ih Idrm 



|">his a pleasant nuisKal score \ cr\ 
little "sell" iinoKed. but the nuM>d 
uas pleasant and a nice reminder 
of the product. 

One looif I I'lntnen utl. /\elii.tll\ 
this uas for a foil wrap. It was in- 
forniatisc. but not \er\ \ isu.illv ex- 
citing, i was disappointed bv-cause 
I ha\ e receiul) seen s»>n>e \ er\ 
mouth-watering food photograph) 
for television. I \ can be Used to 
create a powerful appetite appeal 
through the use of tight close-ups. 
combined uith f<H>d preparation, 
serving suggestions, etc. 

Otie beer < onimeri iul Bright, 
taste appealing, and memorable 

\la\bc it was an uiuisuall) good 
night. But I did see a lot of qualit). 
a lot of creative thinking, and ccr- 
tainl} a lot of effort that does not 
deserve the criticism tv advertising 
has been getting 

As for the amount of advertising 
on tv. I agree that it should Iv cut 
down. I agree that it could Iv more 
carefulK positioned. But. althoueh 
I have not been asked to eommeni 
on print advertising, hmv about 
those maga/ines? How man) have 
vou looked at latel) thai weren't 
three-quarters or more advertising' 
\nd newspapers — how nianv re.illv 
good ads have vou seen there, aside 
from the classifieds' 

So when \vis asks me "Xvis 
can't afford commercials Xren't 
sou glad"^ " ni) answer is "\'o. I'ns 
not'" 

I like working on tv I like com- 
bining sight and sound and ntoiion 
to achieve a personal iinp.tei on the 
bu) ing public No oshcr mediuiu 
can give us all this to work with 
I V (>ffers us a imiquc opfHuiu ' iv 
for effective deiuoi st ration t t . 
product I V lets us g \e our . ud 
cnce an unprecedented can i ■> 
involvement with our prod v. s 

i^o vou suppv^si. (hit's whv evi.rv- 
K>d) picks on fX ' • 
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ief6 are people OpponiMits of pay television have apparantiy taken a vaeatfen, at least from stand- 

read to eafc out pfflnt of niakittg thcinselves hcacd. New Yolrk ehapTer of Aeaderay af T!e^te¥isi0la 

re y o spea ou ^^^^ ^ Seienees had to eall off last week's C16tit) planned panel diseussion ©ti "Ta 

against pgy-tv? Pay or Not to Pay," due to "liiek of names wMircg to speak out" against pay-t«, 

Slatftd to have presented ease far subscription t« were AFTRA e*ec seeretary Don- 
ald F. Cotiawa^y and John L. Pihtxa, ^en. m^r. of RKO iQenefal Phonevision Ca, 
eurrendy eondueting pay-tw test in Hartford. Moderator was to have been Washing- 
ton Post tv editor Layrenee Laurent. In ealling off panel, ehapter told members: 
"The forum has teen postponed until further notiee due to the unavailability at this 
time of gjJKSt panelists willing to speak aga.inst tollvjsion-" 



BBC turns to Cuba 
in seeking source 
of program revenue 



Sccins the British Broadeasting Corp. ean't find enough buyers for its produets ^Ji 
the free woxld. It has now ventured into Cuban market. BBC last week sighed con- 
tract to sell to Cujban ty siryice SO prograniSi ineluding four feature filrns, a eqltural 
series, and documeutaries on travel, adventure, and research. Venture's in line 
British government's policy on trade with Cuba. 



C&lgdte, Con. Cigar 
eatU put $8 mill ion 
inta ABC nighttime 



Colgate-Pafniolive and Consolidated Cigar shape up as two of the biggest sup- 
porters of ABC-TV next season, with each reported to have earmarked neartf 
$8 million in the network'^s nighttime schedule. Colgate previously spent most jEfP 
its Web tv budget on NBC. Consolidated Cigar has been a prime user of ABC. 



Report on smoking 
boosted ad oatlay 
by cigarette-makers 



Surgeon GeneraTk report on smokiftg, in addition to boonting salEs of regular aii 
rirtle-siice cigars, also resulted in increased advertising expenditures froni cigarette 
nianuaeturers hoping to offset report's effect. Among them, P. Lorillard Co. smd 
itSi firsl-qUarter adve:rtising this year reached reeord levels. Company noted tI0 
was done "in the full knowledge that commitrnents of this magnitude would syflf- 
eiently affect our already-depressed earnings" for first three months of 6:4, whrefe 
v^ere "down substantiany" from last year\ along with sales, t^orinard Pfeddint 
Morgan J. Cramer add^, however, "it has already been proyed sound by . . -■ 
Increased sales in April. He points out cjanipany's sales reaclicd "tew point in 
February . . , turned upward in March . . . and so far in April arc ahead of eorttj 
spending '6;S period." Cramet* also reported "^gratifying gains" in sales of all &f 
cornpany's non-eigarette products Csmolcing artd ehewing tobaccos), with sales of 
its little cigars for '64 first quarter already caeecding category's sales for entire fmt 
of '63. In additioE, he anaOuneed new filtcr-fip, king-size little eigar. Omega, goes 
ow Kale this week in Metropolitan N.Y. with distribution to follow in New En^tanri- 
tire Midwest, West Coast, and then rest of U.S.; York Filters charcoal granule cipf' 
ctte intrDduccd in March is *'doing nicely in its initial (test) niatkgtiS-" York iipp- 
filters arc being withdrawn; there arc '^no plans to relinquish" n0n-filtec Old G) 
Straights^ "accelerated divefsifieatioit investigations"' are under vmy. 



W ri n kle- re mo ver s' 
face-to-face fight 
in tv marketplace 



Tv looms as battleground for new wriri^le-covering cosjnetie field whish^ if h 
lows classic case of all-purpose liquid clcanors, eould mean millions more in siSi 
revenue. Cleaner mnrkei, bui:lt by tv, didn't exist until late '5l)s, is now |>T 
million busihcss., Latest to enter wrinkle fiijld is CotyT which began tv push Apft 
13* and will spend mmc $1 million annually for product — 75% of it in spot (v. 
Helcne Curtis was first out. 
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DAvib mnn mm gaynor 

PATTY DUKE 




17 



A pretty melody 
is like Florenije 



Ftorenz Ziegfeld to Ftereace, South, 
Cafolina— glorifier to gloiified! Bill 

Florence doesn't; need glorification. 
Largest single-station market in the 
nation, Flormce and WBTW 
go together like words and masijcx. 





> 



4 



WBTW 

FlorerW0, SouM CQrQth& 

Channd 13 • Maximum power * Mnxumm't] 
Mepresmted nationally by Young T'eksisWM I j 

A JeiBferson StendaJ-d Slat j 

affiliated Wi^Jl 
WBT and WBTV, Ghmk^ 




FIRST OF TWO PARTS 



ANATOMY OF A 

$15,000,000 

BEER CAMPAIGN 

Nrne-week campaign includes 
tv, radio spots as principal stim- 
ulant to already-rising sales 



Klin SI K-Bi sen. the St. Louis brewing giant, ntl- 
vcrliscs \ts fiivoritc Bll(J\vei>^er the " I he King i>f 
tW^." Assertively staking out its chiini to leadership. 
j.nhcuser hist M;iy bec;inie the first U.S. firm to sell 
iwe than I million barrels of beer in one month — ;is 
lieh II!. its newest pinnt, to be opened in Hmision 
i \9BB. will he able to produce all yenr long. 
Ob\i:ousK. Anheuser does things in a big v\;n. 
Acid one of its biggest right now is a nine-ueek. 
(If-iii/C advertising campaign, entitled Pick a l\iir. 
hie|i encourages the customer to bu\ luo 6-packs 
I l3udwciser instead of one. This \ear. from Ma\ I 
rcniftli, the Fourth of Jul\. when picnic- and home- 
•rhecue fevers arc mounting. /'/< A u I'air will make 




Its mark on million^ of shopping lists, thanks KiretK 
to Anheuser's mamnunh 's 1 5-miilion el fort. 

Although budget details u ill Iv discussed in a sub- 
sequent article, it includes: 

* St>me 3.143 television spots on 163 markLis. 
phis Jolinn\ Ciir\(>n\ \ /?( - / 1 / omvlit Mu %% in 1 s2 
UKirkcts. for well over 500 million consumer inipres 
sions. 

* Another 77.*) 1 7 r.iilio spirts uith a listener i.\ 
posure of more than 2 billion. 1(13 million 

* Ads in se\en national m.ig.i/ines wnU 1"^ ni - 
lion reailer impressions 

* Si\t\-nine neuspapers uith »ino!!KT "^O ni i| ^ 
readership 
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Normally, details of a $15-million advertising effort 
(ire top secret. 

Aniieiiser-Bnsch finds that it gets extra mileage for 
its Biidweiser beer campaigns, however, by sharing its 
strategy and goals. 

With both the advertiser and -its agency, D'ArCy 
Advertising, agreeing to an "open-door, answer-all- 
qiiestions" policy, SPONSOR recently covered tlie 
two-day briefing for Bud's 1964 campaign. 

The two-part report that follows in this issue and 
next ( hronicles what SPONSOR saw, heard and asked. 
Although some SPONSOR questions fell into areas 
usually marked ".sensitive," no questions were ducked. 

Here, then, is the blueprint of Biidweiser' s 1964 
advertising approach. 



Illllll 



Brewery spokesmen call it "the 
greatest sales promotion in Amer- 
ica." And they may be right. 

The Pick a Pair campaign is a 
masterfully articulated marketing 
machine that leaves little — except 
the color of the customers' socks — 
to chance. It meshes sales, adver- 
tising, promotion, merchandising, 
wholesalers, retailers and media 
people into one huge cooperative 
effort. Everybody gets into the act, 
and everybody's welcome. 

Normally, a campaign of this 
magnitude is considered top secret. 
And to a point Anheuser-Busch is 
security-conscious, loo. 

Nevertheless, the brewery invites 
media representatives to an annual 
gct-togelhcr. And what happens 
there is unparalleled among na- 
tional advertisers. In a fast-moving, 
tell-all session, top Bud executives 
and leading officials from their 
agency, D'Arcy Advertising Co. of 
St. Louis, give guests the real in- 
side track on object ivcs, strategy 
and details. 

INK oiyiicnvi: 

The objective of the Pick a Pair 
promotion is the same as in pre- 
vit)us years, but the over-all mes- 
sage that Anhcuser is attempting 
to get across this year is more 
complicated than those of the past, 
lioiied down, it follows these words 
of John C. iVIacheea, D'Arcy vice 
president and account executive 



who. with A. J. Amendola, head of 
field marketing, directs the 8 reg- 
ional account executives: 

"We know Budweiser is a better 
beer. It is brewed from the finest 
ingredients available. Every ounce 
of it is naturally carbonated. And 
we still use the beechwood method 
of brewing, which is the time- 
honored, European way of making 
beer. We also know that it costs 
more money to brew Budweiser this 
way, and we proudly make such 
statements right on the label." 

Budweiser's emphasis, then, is on 
the product. With key phrases like 
"The label tells you why," con- 
sumers will be urged to read the 
label (which has been revised 
slightly to emphasize brewing meth- 
ods). 

'That Bud — that's beer!" is the 
key theme this year, supported by 
"King of beers," "Only Budweiser 
and Michelob are beechwood aged." 
and 'The label and the taste." 
Themes will be used interchangeably 
in all media and, says Macheca, 
"anything we do in one medium 
will be reinfx>rcetl by what we do in 
all the others. 

1 1 11-: SAI.KS COAL 

The sales goal hasn't always been 
;o neatly put in place, however. 
When Pick a Pair started in 1957 
as Budweiser'.s effort 10 proniote 
their best-selling package^ stijl far- 
ther, Anheuser-Busch qnd its chief 



rival, Schlitz, were fighting for fjii 
place in the beer sweepstakes. Eae 
was rolling- out 6 million fcfafrM 

In the following month, thg. 
battled it out, pretty much necfeti' 
neck. 

The Bud suggestioil to buy doffKl 
proved a click, however, and by tk, 
end of 1958 Anheuser had n§irl 
reached the 7-miUion mark< i 
Schlitz yielded sales and slippeid t 
5,893.000 barrels. Last year, Ai 
heuser continued the forward tren 
it's followed ever since, seUing '§ 
397,224 barrels, by far the m«jt 
portion of which was Budweise 
(see chart I). 

It's also interesting to COniidr 
Bud sales in terms of calendar ytfij 
(see chart II). In the last 30 \?ait; 
for example, annual volume ta 
multiplied 15-fold, to rise twm 
scant 607,000 barrels to art mm 
mous 9-million-plus. (The changi i 
dollar volume has been even WSt 
impressive — from >15 millteij tl 
$343.5 million.) 

Sales growth was steady, if ife* 
right up to World War 11, 
in 1941, activity pretty much lewlfj 
off at the 3-millic^n-barrel ratS* Tl 
end of the war in 1 945 resiiftrf i 
slight backpacing as mi|itpr|] 
oriented consumption was chanrrale 
back into civilian patterns. In fee 
it wasn't until several years 
that sales were climbing si 
again and really exceeded 4 niillit] 
barrels a year. 

Then, in 1949, came eortiM**'^! 
television. From 4 milliart bt¥r« 
output jumped to 4.5 by p 
end — then tv\o years later ti 
million. The foam was rising in 
stein and the company \V,a;s MM 

While Artheuscr's shitre-trf*t'v| 
ket has changed impressively* 
market itself isn't that all 
howie\'er. Major sales imrs 
come, not so mucli from tjota% n& 
to-be.er consumers (the tejen 
college crowd, mostly) but 
competitions share (i.c., bf 
ning steady customers! o\?er to |l 
label frartJ sortie ortc els;e*s% 1 
makgs for hoi e0nipetitifln and biH 
ness can, as they say, be trirki'i 

While Anhcuser isn't pyt to tigfl 
a beer war by any meajis at all. 
well aware of the need to al^li 
— ^iind iiiflintain — identity in a 
tirties laM-shiftirtg rtiafkei A%i\ 
Company officers are over (crtipi^ 
to bask in the security of their 
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cut lenders hip. all ilie\ neeil ilo 
re\ic\v histories ol' luew- 
•ries that ha\e misseil the ailvertis- 
^ng hi nit ami shppetl into the ijuaij- 
mrc. 

President and hoard cluiirnian 
Vuglist A. lUisch. Jr.. is liifiisell 
autious: "We have never made a 
practice of predicting the outcome 
>f the years ahead," he recently 
old stockholders. Nevertheless, the 
'ompany's advertising finesse nl- 
owcd him to add. "We arc confi- 
lent. however, of our ahilil\ to sell 
fine protiucts in increasing 
lUiunints in the \ears aheail " The 
.ignificaiit uortl. of course, is "in- 
•rcasing." How tlo ihe\ manage it .' 
wntiall) through ailvertising. 

nri: coi.dkn ki:\ 

And the key to Anheuser's 
normous advertising impact is 
lerchandising. 

Budweiser's theor\ is that "i\m 
roaunion stands or falls at the 
x"d level." We've .said this in the 
i,si, but we feci it bears repeating, 
company spokesman has e\- 
kiincd. adding, "I'ick a Pair's suc- 
ss is due to many, many [vople; 
lit a large share of the credit 
ould go to the radio and tv sta- 
*ns that have put so much effort 
0 helping us locally." 



'<«/)<! and tehviMon rcpicscituihvc<i i^nili, 



l et's Like .1 (|niL k look at .i small 
poitioii of the niedi.i coopciaiiou 
that uas won dui ing last scar's 
caMi|t.iigi» 

One station packeii a pan ol 
good-look Mig socks into a pan ol 
enipt) Hud cans, tied the cans to 
gether with ribbon, stuffed a caul 
in explaining the Pick a Pair theme 
and delivered them to I U liK'al ex- 
ecutives who controlled food and 
package-store sales. 

* A pair of key cases niarkeil 
"Mr," ami "Mrs." were sent 
b> another station to the homes of 
all local Huil salesmen, just to an- 
nounce a contest for their wives' 

" A third sl.iiion delivered lunch 
a cold can of Hud. phis a ham 
sandu ich, packed in a basket u ith 
a red-aml-whiie napkin — to 30 
pivotal retailers. 

* \nother broadcaster got his 
local l.iumlry to use Pu k a Pair 
wrappers for newK ironed shirts 
Similar tie-ins included matchbook 
covers in iluplicate, double bottle 
cappers, dual pocket pcnjil-hoklers, 
sets of coasters, salts and peppers. 

* A not-so-botanicall\ minded 
station manager boxed pairs of 
carnations for deli\er\ to Hud re- 
tailers with a note that began. "For 
the sweet smell of success . . ." 

* Placards and signs bloomeil on 



red III llic poolsidr patu> ftillowini; ri < cut 



|\iint(.d hllllctUls. lu'hk-d 111 il(|il 
t i\i .111(1 bus cards, douiiinwn Ini 
benches, u imlou disp|,i\ s. cvcn on 
top ol mobile units and bald Ik. ids 

Some I \ sl.itioils Kqutsicd 
and got free 1 1 ) or pro m.iiii pro 
inoiioii balk>p\ produced b\ Hud 
vveiser's agciic), all gussied up with 
Puk a Pair artwork. (Jthers subtl) 
echoed the theme by wording. s.i\ , 
their I V Guide ads: "Pick a Pair 
of top Saturday night shou& . . " 

* On-thc-air promotion included 
contests to ideniif) famous couples 
in histors, pri/es for couples niam- 
ing (.luring the luo-moiuh promo- 
tion, speci.il uelcomes to children 
(especiall) twins) Kun during the 
|ierKKl. record-show plugs lor pick- 
ing song-title duos and e\eii con- 
tests foi picking a jxiir of the hottest 
ila\s — good for a ci>ol drink of 
beer! 

* Ml ntlil\ pa(vrs. jiimbo cards, 
letters and sales bulletins and trade- 
intended folders ueiit out in such 
volume across the nation that man\ 
a postman noticeably bent under 
Ills extra load. 

" In- store promotions, besides 
the usual window and counter dis- 
plays, featured Pick a Pair tie-ins 
with other merchandise. One sug- 
gestion to supermarket managers: 
"II \ou'\e merbouglit brooms. 
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I BUDWEISER MEDIA POLICY, A THUMBNAIL REPORT 



Q. What's the average number of radio spots 
per market per \veek? 

A. TTiis is extremely difficult to answer in that 
most of our radio is concentrated in appr9ximately 
100 markets. Some schedules are 52 weeks . . . 
the shortest, for 13. However, using the figures 
available, we will have Budweiser radio for Fick 
a Pair in a total of 471 markets and an average 
of 2 1 spots per week. 
Q. For television? 

A. Wc will be in 163 markets and average 3 
spots a week. In addition, we'll average 3 per week 
on Johnny Carson over 182 stations. 

Q. What is expected from stations in the way of 
merchandising support? 

A. We have never in the past, and do not plan 
in the future, to make any demands from reps in the 
area of merchandising support. 

Q. Is anything specific expected? 

A. We have never considered merchandising 
superior to, or even equal to, the advertising 
value that we expect to get from a radio or tv 
station. If the station isn't a good solid advertising 
buy, it won't be on our schedule. 

Q. Is merchandising support voUintary? 

A. Most media people arc smart enough to 
realize that we are partners in this enterprise and 
if a promotion is not a success all of us get hurt. 
With this in mind, they have given us an extra- 
ordinary amount of cooperation ... To put it 
simply, wc have a job to do and have enlisted the 
voluntary help of our media friends . . . The re- 
sponse has been far beyond our expectation. 



Q. Can a station expect to stay an the schedalf 
wilhout giving merchandijiing support? 

A. We have never cancelled a schedule if a sta- 
tion was unable to contribute media support. 

Q. Are any media stronger in the 1964 m,t06 
mix? Which?* Why? 

A. Wc will continue to use a media mix rathej 
than an all-put concentration On any one medium. 
We will, however, because of the nature of ouf 
1964 campaign, intensify the use of magazines, I? 
and radio. 

Q. What motivated specific changes in the 
campaign from strategy, media and copy's stand- 
points? Please be specific. 

A. The reason for this intensification lies in fhm 
fact that the message we are attempting t0 get 
across this year is somewhat more involved an<l 
requires longer copy that we have been using in tte 
past. Thus, the switch in the copy approach arid 
intensification of those media that enable us to use 
longer copy. It is quite conceivable that once the 
basic story has been put across, we might again 
change our media mix. 

Q. Do print and billboard give as much mkt* 
chandising, proportionately? 

A. Yes. with the exception of Life whose policy 
prevents them from doing the same type of rngf- 
chandising as the others. 

Q. How does advertising in various mediia litife 
with one another? 

A. The same theme will be used in all mediMis 
and everything we do in any given medium will bf 
reinforced by what wc do in every other medium* 
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CHART I: 



The Beer Battle since Pick a Pair's first year 



liuiik Com|);ui.v 

1. Aniiciiscr-ltnscli 

2. .los. SclilH/. 
i. l»;il)s( 

4. Cnrliiic 

5. KsilsCnff 

6. Uiillaiiline 

7. 'Mico. llniiiin 

S. r, & M. Scliiufcr 

9. l.iebiiKiii 

10. Miller 

1 1- Adolpli Coor.s 

12. I.iicky l-nKcr 

13, Stroll 

14. nrc\»r>s l.UI., I'.S.A. 

15, C. St'lniiicK 



1957 



1958 



1959 



1960 



1961 



1962 



6,1 15.762* 

6.050.000 

2,900.000 

3.150.988 

4,300.000 

3,981.728 

3.376.413 

2.850.000 

2.966.315 

2,322.060 

1.146.567 

1.966.800 

2.583,515 

1.371,501 

1,950.000 



6.982.022 

5.893.000 

2.550.000 

3.531.182 

4.502,000 

4.035.529 

3.394.206 

2.887.000 

2.847.000 

2.219.635 

1.400,000 

2.265.540 

1.922,871 

1.527,304 

1.660.909 



8.064.756 
5.863.000 
4.500,000 
4,418,484 
4.750.000 
4.324,563 
3.551.859 
3.050.000 
2.929.000 
2.358.976 
1,648,874 
2.180.000 
2.110.967 
1,628,894 
1,731.604 



8.477.099 
5,694.000 
4,738,000 
4,822.075 
4.915.000 
4.408.895 
3.907.040 
3.202.500 
2.950.268 
2.376,543 
1.907.238 
2.168.000 
2.075,475 
1.607.754 
1,802.413 



8,508.286 
5,775.688 
5.216,808 
5,047,323 
5.120.000 
4.510,000 
3.714.444 
3,466.550 
2.987.146 
2,706.806 
2,303,000 
2,23X,Oi00 
2,029.300 
I,65fl.8l2 
1,854.842 



9.025,000 
6.870.000 
5.842.707 
5.351,000 
5.315.000 
4.358,000 
3.724.000 
3.623,000 
2,888.000 
2,805,000 
3.785,i>0O 
2.160,000 
2.069,925 
1.947,526 
l.874.iroo 



9jmM 
7mm 

6,*t7ff,jBl 

3.SMI1 
4.042'J9 
A.OMil 
2Jffi^ 
3»0Ii:!tt 



Aiiiiii'.il Miles ill (eriiis of 31->;alloii linrrels 
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(epfcwnltiliycs utlciuliii^ the lUulwciscr innliti-mfn luintliyiin; .\c\\it>n jHirade llu ir ( oii- 
ilt'iirc in the l''f)-f PICK A I'AIR proinoium. 



•vv'n the lime to double tlieni up 
7r fast Mile." in fact, to be suc- 
•vsful the promotion really de- 
lends upon retailers selling other 
cms by the pair. ioo. Double 
hies have Iveii so helpful to one 
t. Louis liquor chain that it feat- 
rcs I'ickaPair campaigns twice a 
bar. I he second one (which uses 
sromotional material from the first) 
siially iKCurs about the first of the 
-ar. 

The above are gimmicks selected 
oni stations at random. Just con- 
dor the impetus that KTUL-1 V 
uka gave local beer sales all by 
self. howe\er: Point-of-sale dis- 
fay^ hi 122 stores, a front-page 

!ory on its merchandising maga/inc 
hich is sent to 3.000 grocers and 
tailers. pockctliners for Bud route- 
on to gi\e customers, a lawn part\ 
ir local Bud salesmen, iii-person 
^lls to grocery executives to deliver 
ft key-chains, tours by a circus 
flliope. 

time ago, Budweiser reor- 
its marketing areas so that, 
'r the most part, they rclate to 
frjtories covered by broadcasters' 
craals (see .SPONSOR. Jan. 2. 
^60). That ob\ious!y ties closer 
fGlher the efforts of broadcast 
vertising and their sales opera- 
W in the same market. Results 



show in campaigns like I'h k a I'ati. 

Best of all. the campaign tends 
to get bigger each year. 

WIL Radio St. Louis, this year 
proposed a number-guessing con- 
test for Bud retailers and their 
employees (with pri/es to he given 
in pairs), to place displays in 40 
AiScP stares and 7 of Schnuck's 
"Super supers" and to have twin 
girls make retail calls on key out- 
lets. The station also schedules 
other timely promotions. 



w iios I hi: cl.sio.mkk? 

Can a station expect to stay on 
the Bud schedule without gi\ uig 
merchandising support? I he ques- 
tion was submitted to agenev vice 
president Macheca. He might have 
ducked it. but he didn't. 

"We lune never in the past — ■ 
and do not plan in the future — 
make an\ demamis from reps in the 
area of merchandising supports." he 
explained. 

CintftnuiJ itH pa 't 2*} 



Chart II: 'I'hc Vnhciiscr-Busch Corporate .St(fr> 





UarrcK 


Ncl sales 


l'rc-l;i\ income 


1 ;i ruin Sis 


1933 


607.511 


$ 15.049,.S33 


> 457.251 


S 325,529 


1935 


1.135,776 


17,223.306 


1.049,25S 


S91.«J1S 


1937 


1 .839,960 


33.31 1,.S96 


5,771,871 


4.164.245 


1939 


2.305,9SS 


39,397.379 


S. 667. 745 


7,013.250 


1941 


3.0S9,954 


55.945,667 


12,774.6,S5 


6,7S0,492 


1943 


3.569,030 


74.752.235 


14.614,373 


6.0S|,7S9 


1945 


3.529. 46S 


76.153.543 


12,726.620 


5,6 13.605 


1947 


3.6n.S.903 


104.40 1.62.H 


16.221,459 


9.SS3.S45 


1949 


4.526.1 15 


135.304.255 


23.7S0.430 


14.51)9.752 


1951 


5,479.314 


179.405.1126 


211.926.313 


10,776.927 


1953 


6,71 1.222 


237.1103.969 


36,077.913 


1 3.232.549 


1955 


5.616.793 


2ni.71S.743 


17,274.39f. 


8.026,152 


1957 


6,1 15.762 


227.224.930 


19.955.5S7 


9.7"'7.59»} 


1959 


.S,064.756 


295.9«>2.022 


29,075,1 16 


13.028.672 


1961 


H,50S.286 


309.S07.214 


3i>.S7.^.SSS 


15.1 15.6S0 


1963 


9,397.224 


34 3.5S 1.741 


32,1 16,469 


15.586,402 
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Advertisers still get breaks in 
Canadian broadcasting 

Increased demand for tv time forecast 




I 



Stewart 



ADVERTISERS AND AGENCIES 
spending millions to move mer- 
chandise from the U.S. north of the 
border pieked up some elues on the 
near future of broadcasting adver- 
tising in Canada during the Ca- 
nadian Association of Broadcasters" 
recent convention at Oucbec City. 

As at the simultaneous NAB con- 
vention in Chicago, more of what is 
pertinent to the advertiser and his 
agency went on in the hospitality 
suites, over breakfasts, lunches, din- 
ners and in the corridors than at 
the official meetings of the mem- 
bership. 

With an agenda that could hardly 
justify mass attendance by agency 
men and a convention held too far 
from the advertising centers of cen- 
tral Canada, only a handful of the 
very faithful attended. 

The broadcasters were them- 
selves too occupied with the ma- 
chinery of an organization burdened 
with internal problems (including 
a permanent post as CAli head 
now rumored for its fourth-time 
elected president Dan Jamiesoii) to 
cast any light on the broadcast ad- 
vertising problems of over com- 
mercializalion; clutter; a license 
frec/e (without which there would 
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Allison 



be further division of national ad- 
vertising dollars); ratings; piggy- 
backs; cigarette advertising; beer 
and wine advertising; Canadian 
content program quotas; pay-tv. 
The legislators and regulators 
charged with the chore of guiding 
the Canadian broadcast industry 
toward goals of national purpose, 
nevertheless declared what they 
foresaw for broadcasting and the 
advertiser. 

According to Dr. Andrew Stew- 
art, chairman of the Board of 
Broadcast Governors, there is little 
chance that there will not be a re- 
duction in the allowable number of 
commercial tv minutes in spot car- 
rier programs. 

Action on a proposed amend- 
ment reducing those minutes from 
16 to 12 will probably come at the 
end of this month. Advertisers 
agencies and broadcasters (through 
the (\insultative Committee on Pri- 
vate Broadcasting) were advised of 
the "concern the Board felt about 
the commercial features of televi- 
sion during the peak winter period" 
before public hearings were held by 
the board. 

For the first time, this past win- 
ter, it was possible to assess the 



experience of maximum permissabk 
commercial content inserted — 
though limited to a few hours pBi* 
week — into programing on a fd , 
atively small number of stations. 

"With the normal growth of I 
economy," predicts Dr. Stcwirt 
"there should be an increase in xh 
demand for advertising time on tQ% 
evision during the winter of ItM- 
'65. And," he adds, "the Board f 
not prepared to contemplate aft e»j 
tension of the clutter expcrigifJtSi' 
on a limited scale last winter." 

Aware that the problem is not al 
together one of commercial Mtii 
and admitting its complexity, S®*v 
art asserts he would be less Ihlr 
honest if he said he expected to ft 
ceive the kind of assurances vMd 
would "lead the board to rctftii 
from any amendment" to the rep 
lations at the end of April. 



Illlllllllllllllllllllllllllllllllllllllllllllllllllllllllillllllllllllillllll^^^^ 



Culture 
by decree 
for CanadM 



Dccn iiif "it rclatiS cly ^^'Q4k, S 
tural life danpcrously e,vp<Mgfl ft 
Hit doiiiiiiatiii<i I'lilUitMice tff th' 
UiiitWl States" and lfHdiT|j A 
Caiiadiaii inlcntity too vague, Ctlilf i 
Am's iifvj: stvcrclafry of s.tatiC puI i 
least part of the rejfponsiltiUty liiB 
the lap^ of liroadcsiMerji mrth « 
tlie Uorder. 

Maurice Lariiftiitsisitic, tlrrMj|l 
whom the hidiivtry re|Jorls to Wito 
iiieiil, atldresseil ineiubers 



(':iiiaitt.iii content rciiul.itioii, 
long ;i thorn iii the ccoiioaiie side 
of (':in.iJuin hro;iilc;ist crtising. 
.ilso st;nul\ in the sh.iilow ol ;i pa>- 
|x>scil ;niicn(hnent. I lie change is 
proposed to pr«niilc lor the calcu- 
|.i{u>n of Canadian content on the 
basis of 13 rather than l'i>ur weeks; 
and lor the permanent reductit>n in 
Canadian content from 5 5 to 
45 during the I 3 -week suninicr 
periiKl. 

The regulation making quo- 
ta of programing Canadian in con- 
tent became effect i\ e for tv in 
April 1962. In the summer of 
that >ear. and again in 1963, the 
board ga\e tempo rar\ appro\ al 
to a summer reduction to 45^ i . 

■■ I his was granted." sa\s Dr. 
jStcwart. " parti) because of the fi- 
inaiicial pt>sition of the second pri- 
Rirtc telex ision stations and partl\ 
on the representations of all broad- 
casters, including the {Canailian 
Broadcasting) Corporation, that the 
iniiiintenancc of Canailian content 
during the summer presented acute 
dirficulties."' 

"The first argument." Dr Stewart 
jiiddcd. "no longer has any valiility. 
I The second argument has some 
forpe." 

Perhaps because of the inside 
knowledge through which the MUG 

chairman can sec the private iv 
-■cgment as healthier than ever. 



along uith his e.irliei prediction ol 
"an incre.ise ni the deni.uiil for ad 
\ ertismg time on icle\ ision." an\ 
ix-rmancnt rciluction in summer 
Canailian content is likel\ not seen 
In the WHCi as pursuing the I'arli.i- 
mcntar) objective to maintain ami 
strengthen a Canailian hro.idcastmg 
service. .Such a move vv ill Iv ni.ule. 
said Stewart. "onl\ with some re- 
luctance." 

I he board does not see the con- 
tent quota as a perfect instrument, 
hut feels it should be enforced in 
absence of a better one. Nor do.-s 
the BBC. feel that the quota should 
be continually increased. 

A permanent reilucti»>n in the 
summer content quota also ma\ 
not give the broadcaster the fle\- 
ibilit) he possibi) expects. 

"We." savs Stewart for the BBCi. 
"have no reason to he permanenti) 
satisfied with some of the program- 
ing to which Canadian content clas- 
sification is now being given." 

Both Stewart and BBC vice 
chairman Carlisle Allison told 
Sponsor that they saw greater 
possibility lor the reduction of "clut- 
ter" by moving public service spots 
out of prime time areas. This be- 
ginning might break the deadlock 
ov er vv hat might move first in re- 
ducing the aglomeration of mes- 
sages in confined areas of broad- 
cast time. 



Ill the iiitervn.v^. with Si'osvtK 
both Mlisou and Sti.w.iiri i.Ik rhiih 
refused tt> dis4.li>se ^^ha^ ad «>n 
v«>ould be l.iken with regard io sfu." 
current frcc/i. i>n lit, nsc-v vmh site 
e\ccptnHi of hit wlarc iSk Ito.ud 
has been making points witli its 
drive to bring the kind of qualitv 
progrannng that gt»i*s with. "arts, 
letters, and sciences." But froni 
their tenoi am! attitudes on tlK 
subject, it is Si'onsur's guess th.a 
the frec/e will be continucil, at Icisi 
until I96.S. 

In the area of ratings. Allison 
who stronglv feels thai the lone 
time pursuit of ratings "ran ihmn 
the quality i>f am broadcasting" 
and Dr. Stewart said that, from their 
|vrs|vctiv e. the indiistr\ -owned and 
tri partite-t>perated Bureau of 
Broadcast Measurement v(>as per 
forming well for the agencv . adver- 
tiser, ami broadcaster. 

I here was nothing new in the 
areas of pigg\ -backing, cigarette, 
and beer and wine advertising which 
has not alreadv been discov ereil in 
the I'nited States. 

All in all. members from all over 
Canada told Sponsor that this 
vear held more promise than m.in\ 
in the past, and from what Dr 
Stewart disclosed about the health 
of the industry, the growth of 
broadcast advertising in Canada is 
steadv . ■ 



guicsls (»f Toronto's Radio and Tcle- 
visiora Ciuh meeting in Quebec City 
(hjclni; the C.VR convention, and 
Ml little donht that the status quo 
vva^ far from cnseuirsed as far as 
thjB government vvas concerned. 
I '*VVe have adhered much too 
ctosoly to the .\nicrican tradition 
of rjon-interv cntinn hy government." 

Canada's great current tensions — 
vifjich some believe **thnt even 
iinitj of the country has become 
iraaweptalile." and others "that the 
'>erv fflunrfation of niir federal sys- 
ten should he reviewed." and still 
utiftTs that "an> t\olution tov*ards 
'a£K»|ii0daJing Quebec's aspirations 
appear*. Ijkt' a dishorvourable C(rn- 
Eesg,ioij — (he socretarj to call 
tMs a **dialogue of the deaf so pre\- 
jlfUl that the voice of moderation. 



when it speaks, is iiarelv heard." 

Sining that the government must 
ensure ownership and control over 
Canada's means of commiinicalion. 
l-amontagne called for better Cana- 
dian content inchulini; better "es- 
capist entertainment." which has 
been an iirea of difficult) for sta- 
tions ccmipeting against United 
Slates' product with Canadian con- 
tent, especially in the border mar- 
kets. 

Placing pari of the cultural re- 
sponsihilit) (»f the nation with the 
broadcasters, the secretar) saw the 
need for revisi(»n of the Kroadeast- 
ing Act of 1958 as an aid to the in- 
diistrv. and said that ciiltural con- 
tacts hclvveen the differing parts of 
Canada will not come about hv 
themselv es. 

" I he experience «»f other coun- 



tries, with the possible exception of 
the fiHindalion • studded I nited 
.States, c«Mifirms our own." he said. 
"I his is vv hv I am convinced that 
our cultural life needs protectii>n 
against deterioration and sliiniilniis 
to improvement, and that a dclilHT- 
ate effort l«» these ends, in which 
government must have a l'ar.,"e role, 
is not onlv justified but is most ur- 
gently required." 

^^iilh regard to t»av-lv. \1. I^i- 
monlauiie said that "though not vet 
established firntiv as a commercial 
telev ision sv stem in the home, it has 
been making strides into the cine- 
mas . . . and . . . requires siudv 
before a situation docs develop in 
Canada which mav or mav not Ik* in 
the Ih'sI interests of Canadian 
broadmislinv: and the Canadian pub- 
lic." 
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THE BEST 
MOVIE LINE-UR 
IN BALTIMORE 
IS ON CHANNEL 2 

EXCLUSIVE ~ 6 NIGHTS A WEEK! 

Night after night famous stars appear in their most memorable 
roles on WMAR-TV. Many of these features are FIRST RUN! 
The WMAR-TV current library of over 700 titles includes such 
famous packages as 7 Arts, Screen Gems, 20th Century and 
others. Top films— backed by a heavy barrage of daily news- 
paper advertising and on-air promotion— is the combination 
that builds audiences for your product or service! 



SATURDAYS, 11 PM 

"FROM HERE TO ETERNITY", Burt Lancaster, Deborah Ri 
"BELL, BOOK AND CANDLE", James Stewart, Kim Nam 
"THE EDDY DUCHIN STORY", Kim Novak, Tyrone Pow 
"JUBAL", Glenn Ford, Ernest Borgnine 
"THE KEY", William Holden, Sophia Lpren 
"THE LAST ANGRY MAN", Paul Muni, David Wayne 




FRIDAYS, 11:20 PM 

"MAN ON A TIGHTROPE", Fredric March, Terry Moore 
"THE DESERT FOX", James Mason, SirCedric Hardwicke 
"THERE'S NO BUSINESS LIKE SHOW BUSINESS", Marilyn Monroe 
"PEOPLE WILL TALK", Cary Grant, Jeanne Grain 



MONDAYS THROUGH THURSDAYS, 
11:20 PM 

Drama, mystery, adventure, romance selected 
from the same great packages. 



PLUS - MONDAYS THROUGH FRIDAYS 



AND SUNDAYS . . . 





4:30-5:55 PM 

Featuring the best of 
"BOMBA THE JUNGLE BOY" 

"BOWERY BOYS" 
"SCIENCE FICTION THEATRE" 



12 NOON 

"MISTER ROBERTS", Henry Fonda, James Cagney 
"THE SEARCHERS", John Wayne. Natalie Wood 
"DRUMS", Raymond Massey, Sabu 
"KNIGHT WITHOUT ARMOUR", Marlene Dietrich 



In Maryland Most People Watch 



WMAR-TV 




CHANNEL 2 SUNPAPERS TELEVISION 
TELEVISION PARK, BALTIMORE, MD. 21212 
Represented Nationally by THE KATZ AGENCY, INC. 




ADVERTISERS 




iGallic grapes and soil, plus Julius Wile Sons' 
fenow-how, brings 'new' aperitif to U.S. cocktailers 



Ai-oKi K.N WORD was all set for n 
;i big phi\ in America. lUil ad- 
\misers and agency together de- 
cided the word vvould do better in 
translation. 

The word is aperiiif, translated 
cocktail wine. And the product in- 
ch ed is St. Raphael. I'aperitij dc 
"miHi'. 

When it came time to translate 
in turn the use of this product for 
the American market, however, 
rmdcnst media were b\ all means 
he prima r\ choice. 

In the oceans of beverages being 
rushed to imbibers reads for some- 
thing different — dietary soft drinks 
and malt beers are onh two of the 
m;ln> prominent examples — the 
'iperitij stands a fine chance of 
pening significant streams of com- 
merce across the country. 

Principle channels are nou being 
pcned b> the S7-year-old New 
'ork importing firm, Julius Wile 
ons iK; Co.. the sponsor who is in- 
troducing the drink, as familiar over 
he years to Frenchmen as Coca- 
Ma is to Americans. 

It was just two short years ago 
hat the Wile firm assigned its ad- 
ertising agency, Chirurg Cairns, 
"'ew ^'ork, the challenge of educat- 
iTg American palates to the aperiiif. 
inee 1956. Chirurg Cairns has 
&St\ promoting such other, sep- 
arate. Wile labels as l)r\ Sack sher- 
ry, llollinger champagne. Benedic- 
ine. B&B. Pernod. 

lo give the "new" St. Raphael 
lu best send-off, the agency advised 
|i«.ing broadcast media immediately 
md on both coasts — first, I V lo 
nake an impact, and then radio, [o 
oWow up and through. Between, 
IS a sort of inland bridge, they sug- 
gested national maizazine ads, thus 



making the promotion transconti- 
nental. 

Like an\ newcomer, however. St. 
Raphael has not been wholK free 
of language problems, cultural 
adaptation and — to its compliment 
— domestic competition. (Another 
product, l-'rcnch-named hut do- 
mestically produced, is also being 
touted via radio as St. Raphael's 
onl\ real competitor). 

The situation has led to some re- 
sourceful methods for dealing with 
the advertising and educating chal- 
lenge. 

What, cxactK. would be its niar- 
ketinu tarizet? Julius Wile has its 



I'or lust full's 7 1' vaitipaifm. ( liiniri; ,( 
Ciiirns, iii;i'iH y for Julius It i/c Sons, sent 
a crew to I'lirii for foot(i(;e showing St. 
Rupbiul's social role in its naiivc toiin- 
try. I ro/n an rarly-fnornim^- shot of the 
l our Eiffel, cti/nrras roamed the < itx for 
everytliiy views of the perva\i\ e St. Raph- 
ael \ivntitnre in /'</riv, wind in a up at an 
outdoor eafe' , where iaperitif tie I ranci. 
is found on the table. 
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own ready answer. The trend to- 
wards "lightness" in both food and 
drink first gave the elcar-eut signal 
in the fall of 1962 for the introdue- 
tion of St. Raphael. No passport 
diffieultics whatsoever. From the 
beginning, all St. Raphael copy sug- 
gested "on the roeks" as a typieally 
Ameriean — and convenient — serv- 
ing style. 

But the cultural brewing pot 
exacted further modifications, as 
well. Radio commercials, for ex- 
ample, have dropped the "St." to 
capitalize on "Raphael" alone. 
Copywriting purpose is to register 
clearer identification, yes, but also 
to help the traditionally onc-tongucd 
American avoid the issue of pro- 
nunciation. 

Such early and Americanizing 
decisions cleared the way for media 
purchases. Here again, the new 
product's successful introduction 
provided exacting qualifications to 
make certain the welcome would be 
cordial. Television would provide 
the first, hard-hitting punch. Then, 
later, other less-expensive media 
could fill in with broader coverage. 

Last fall, Chirurg & Cairns took 
cameras to Paris, came back and 
told the whole story on tv (see 
cuts), showing the everyday social 
role of St. Raphael in its homeland 
and suggesting a similar destiny en 
Anieviqiie. 

For the new spring campaign, 
now under way, advertiser and 
agency decided to capitalize on 
some of the values of last fall's tv 
effort. Their method: to translate 
into print and radio some of the 
characteristics of their tv an- 
nouncements. 

Out of this grew magazine copy 
that has more than family resembl- 
ance to a storyboard — a series of 




NatioiHil Hrewiiin Co., Itiilliiiiore, is ik- 
iiiH TV spots ill 15 iiiiirkcis to proiiiole 
Colt 45, its new Miilt l.i(|iior product. 



artful photos in close-up that, in 
sequence, tell the talc as clear as 
the photography. Caption headlines 
from continuity: "You were right 
. . . in demanding . . . something 
lilting, light . . . and different . . . 
for the cocktail hour ... so France 
sent Raphael." Account Supervisor 
Edmund Ridley says that, after 
using tv, "maybe it was subcon- 
scious to use a tv-likc format in 
print. 

"But consciously," he emphasizes, 
"we made every effort to get the 
spirit of tv into our radio advertis- 
ing. Aim of the campaign, which 
places from 40-50 spots weekly 
on the east and west coasts, is to 
prove Ridley's thesis that "you 
can conjure up pictures in sound." 

Copy chief Lon Hill collaborated 
with John Destlcr, account exceu- 



fniportcd wines represent only 
about 7% of all nine consumed 
in the U.S. last year, Paul L. 
fiirber of the Cresta Blanca vine- 
yards, Liverniore, Calif., recent- 
ly told the Advertising Club of 
New York. 

Consumption of domestic and 
especially California wines has 
skyrocketed in the last 17 years. 
The California volume of 85.9 
million gallons in 1947 has in- 
creased to about 137 million gal- 
lons this year, reported Fraber, 
who is also director of advertis- 
ing, CV^A Co., The Schenley In- 
dustries affiliate. At that volume, 
California wines represent 78% 
of U.S. wine consumption, with 
15% produced in the East and 
remaining 7% imported. "Im- 
ported wine is no longer the re- 
quisite to fashionable dining," 
Farber explained. 




Oik* 60-.sec«iid spot illiislriilcs the prod- 
uct's tlu'iiie — "A coiiiplcicly iiiiiciiic ex- 
perience" — by slunviiin its ciil-iiito- 



tive who also happens to be 
pianist. Together they turned prirt 
words into [adio lyrics. What tftej 
delivered to ah arranger was rac 
ordinary jingle, but a musical scttit^ 
in a light bouncy mood — and i1 
used the same storyline that bafl 
been prepared for magazines. 

This is the 30-secQnd radio eopj4 
now being heard on the coasts, tc 
piano and rhythm accompanimcrt. 
Singers are Marilyn Palmer at; 
Rene Martel (who's authcnticalk 
French), and the producer is Andj. 
Halmay, head of Tibor Productianis, 
New York. 

FRENCHMAN (sings) You nw( 

right . . . 
GIRL (sings) I demanded . . , 
FRENCHMAN (sings) , . . Sffim 

zing lilting, light and dtff&p- 

ent . . . 

GIRL (sings) Fiance sent /?(//?/te'Mi 
FRENCHMAN (sings) Mimmm 

Raphael . . . 
GIRL (sings) Her favorite cockim 

wine 

FRENCHMAN Raphael — 
largest selling cocktail wine in all 
of France, is now imported fai 
only two thirty-nine the bot^B. 
Bring this charming, continegtai 
custom to your cocktail h&m.' 
Chilled or on-the-rocks, Raphs0 
Remend^er: "50 million Frendor 
men can't be wrong!" Impoma 
by Julius Wile, New York. 
Earlier radio copy, which wtti 
used for St. Raphael in the fall Bl 
1962 and spring of 1963, was fill 
narrative. It established cootineMll. 
flair with lead-in copy in elemeBIi;f|' 
French, purposefully simplified fcl 
Americans to understand. 

The current radio campaign ad- 
heres to similar logic. Radio fulfills 
the prime assimilation goal of shfiftF- 




liwii iiiipiict Upon one Coll 45 dwatep- 
riie aeeiicv: ^r, 11. Doiiet & Cm> W' 
til 1 1 ore. 
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ly liovv 111 prDiiDiiiicc" llic puxliicl 
jitic (.iccciii till "cl"). Ami the 
rst li.ill-Uo/cii stations in this sea- 
m's campaign ha\c hecn selected 
>r general, all-age appeal, reaching 

hrD.icI aiKlieiice that the account 
iiper\isor characteri/es as "just 
eople." I he St. Raphael announcc- 
ficnts are ilirecled to them iliiring 
ic (.liniier lunir, in addition to sonic 
avtinic bri)adcasts intended lor 
lonicii. All advertising is nierch.in- 
|]\eil to the trade in sales meetings 
lid beverage retailer publications. 

I'ven so. account supervisor Rid- 
\ is well aware that the campaign's 
g.intic. over-all problem is to de- 
•lop American taste. "It sometimes 
kcs awhile to get people to change 
leir tastes and habits." he observes. 

fast and ellective wav to do so. 
nvcvcr. that's Iven discovered by 
liius Wile aiul their agency, is to 
.ike ;i good splash in television lo 
t shoppers know vou'rc around. 
|ieo. for tnaxinuim coverage 
rongth at lesser cost, follow up 
ith print and radio, tailored to a 
' — ;is in tv. ■ 



kTQMY . . , 

( I'liiiniHtl from pai;f 2 J 

[""We consider that the reps and 
rir stations, as welt as other media 
*ap]c. arc our partners in this 
Imiotioii . . . fi>r eight vears we've 
tn explaining to them how tre- 
cndouslv important this promo- 
>n is to us. how it belHx>vcs us to 
even, thing within our power to 



,akc it a success 



Still. Macheca pointed out. 
V'e'vc never considered merchan- 

^ing superior — or even ecpial — 
the advertising value that we e.\- 

"•ct to get from a radio or r\ sia- 
'n. The primary purpose of any 
-Jia buy is athu'riisiiii;. If the sta- 

I'n isn't a gixid solid advertising 
y. it won't be on our schedule." 
Radio and iv broadcasters' vol- 
rtan, responses have proved "far 
yand expectations." the DA rev 
okesnian observes. "I am also 
ppy that we've never cancelled a 
hedule if. for one reason or an- 
hcr. a station was unable to con- 

• ^uie suppon." 
Us did not specify the weight 
.en ki proposed merchandising 

Iin»^. however, in initial station 

\ection. 



And this IS w li.it n.ition.il m.ig.i- 
/ines .lie seiuling out lor tlie l'>(>4 
push 

/ hum speei.il m.iiliiig to a list of 
5.(l()() key Negro ret.iilers with tol- 
lovv-up persDii.il calls in the iii.ijor 
Negro metii>politan areas, 

LtHik. news to kev retailers of 
a I'hk-n-l'ntr candidates contest 
that is based on l*>(»4*s |-Hilitieal 
ci>nventii>n. hirst prize: a mink coat. 

A cu vuccA. /'/< k ti I'dir plaving 
card (.leeks to 1.300 kev supermar- 
ket people partiallv selected bv 
Hudweiser. 

Saiiirduy l-.vrnitii; I'om A minia- 
ture elephant and ilonkev. sy inbols 
of the campaign's electii»n theme, 
to a comparable list of whole- 
salers, retailers. 

S(n>i!%- llliiMiiiU'tl. Drawings of 
sports immortals — Babe Ruth. 
Jack Dempsev . Hobby Jones ct al 
— io piv otal market people. 

lime: Miniature egg timers with 
letters on /V< k a I 'air stationery . 

While DA rev spokesmen sav 
that Life magazine's "policy pro- 
hibits them from doing the same 
merchandising done by others, they 
do. however, giv e us n good run in 
Stipcniuukct Life Line and Liqnor 
Store Life Line." their trade-di- 
rected proiiHMional books. 

Outdoor representatives also 
have very active personal-contact 
programs, have gifted 100 dilfer- 
ent items in the past four years, are 
currently giv ing crystal paper- 
weights of elephants and donkeys. 

Hudweiser undoubtedly likes to 
believe that media people are in- 
terested in /'/( A. a Pair promotion 
because the advertiser has taken 
the trouble to brief them in ad- 
vance. More realistically . acc(Hint 
chief .Macheca says. "If a promo- 
tion is not a success, all of us get 
hurt." 

He then identifies the whole pro- 
ject's pulse by explaining, media 
people can acci">niplish things local- 
ly that advertiser or agency reps 
simply cannot. 

"Our people are constanly call- 
ing on chain stores and supe*rmar- 
kets. ' Ray Krings. national brands 
advertising manager lor Anheiiser- 
Husch. says, "but in every call we 
make we arc selling something." 
\\ hen a media representative ap- 
proaches the same outlet, he divs 
so in an entirely ilifferent capacity , 
"He has no axe to crind and. con- 




s(.i|ii(. iitly . Ii.is hllk ti m l> ' ttiii ' 

his siorv across 

I o put II simi^Iv knii ' iiiu 
iii.iri/es, "we havt a )« U to do .mhI 
h.ivt (.lilisicd the voluni ir\ h Ip o| 
oiii media Ineiuls 

\ c 1/ It <•< k ilun the iiilwniwn - 
tli'lliii i\ <,'i\ uletl . the < <iiiii'<iii;n i 

plttiiiied the tnotltn iiin tuii' i 
hiiiulh'd. aih! liitilw ei\i r hit \ \ i>/i 
spi ( tali:eil M(iiit>n\ ■ 



Castro looks for 
little Bernadette 

( astro ( "onvertibks is m the 
midst ol a search lor a little Her 
iiardette. a four-year old i. hild ih.il 
lias the appe.ir.inee and jvrsoiKihly 
of Hern.iilette ( "astio when sIk tirsi 
did tv ciMUiiu r- 
ciaK opening up 
the Cisirt* on 
television. 

I he origin J I 
w .IS ,1 vcr\ siic- 
'-^^Mg cess! Ill eonimer- 

^'^^'f/^ 'I'*-' com- 

pany say s. which 
created .in im.ige 
It ... , ; ,, m I *i4S for a 

/>( rtititit III 

then - y o u n g 
struggling company ami helpeil it 
accjuire the four factories and mor.- 
than 60 showrooms it has today 

I little girl opening up the 
couch has become the comp.un's 
trademark in all advertising nuil a 

I he original Ikrn.idetit. now 
and a ei>llege student, still does t\ 
commercials. Participants hive Ixvn 
asked to bring a picture ot tiKir 
caiulid.ites to am C.isiro show ro m 



Toy firm's big web buy 

Del -uxe Reading ( D.incer l if 
ecrald-S.impIc) launches .m exten- 
sive schedule on AHC-IN this 
mc>ntli which will include the bulk 
of its pre-('hristm.is camp.iigii and 
exteiul mti> next v e.i r 

Six Saturd.iy morning kids' shows 
are included in the campaign, i n 
beh.ilf of the I opjvr toy lint. Hm^s 
liunrn tor 2 I vvciks. Heufis iV ( i < il 
and ( mper iliinne \pril and Ssp 
tcmbcri .m-as-vct unnamed new 
show besjinmiie in Sept(.mh..'r ior ^2 
weeks, and two other S.uur l,i\ 
morning shows to ronifi>ree iht 
campaign duriiu the Sepii.nihcr 
Deccndvr pre-( hristmas |xnod 



^i-it 219, 11964 
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Pepsi esrnings up, 
use of tv increased 



Pcpsi-Cola Co. income and sales 
set all-time records in 1963. ac- 
cording to the annual report. This 
is the seventh consecutive year the 
company has recorded record prof- 
its, and the thirteenth year it has 
recorded record sales. 

Net profits after taxes and ad- 
justment for foreign activities in 
1963 rose to $16,145,500. This 
compares with $15,412,389 in 
1962. Net sales climbed from 
$218,539,715 over the 1962 figure 
of $191,630,223. This marked the 
first time that Pepsi sales exceeded 
the $200 million mark. 

The report noted an increasing 
use of television advertising, both 
domestically and overseas. 

Domestically, in 1964 the con- 
tinuation of the "Now It's Pepsi 
For Those Who Think Young" 
campaign calls for the largest in- 



vestment in Pepsi-Cola history. Me- 
dia to be used includes 1 ,500 news- 
papers, 400 TV outlets, 3,000 radio 
stations and 16 national maga- 
zines, with an expanded schedule of 
outdoor postings. 

Overseas. Pepsi's advertising in 
1963 was built around a theme de- 
scribing Pcpsi-Cola as "The Big 
One" — in quality and quantity. 
Television was used effectively in 
Argentina, Mexico, Japan, where 
Pepsi sponsored telecasts of base- 
ball from April through October 
and ran 10,000 spot announce- 
ments in a nine-month period. 

lelcvision was also used ef- 
fectively in such diverse areas as 
Italy, East Africa, the Middle East, 
Southeast Asia and Australia. 

In the new products area, it was 
reported that Patio Diet Cola, the 
company's new low calorie bever- 



age was available in 279 ntajffee 
containing over 70% of the natj© 
population- by the end of Ifl 
The drink was introduced in sprti 
1963. 

The company's lemon-lime pw. 
uct, Teem is now available on tti\' 
chises serving some 65% of tJijj u 
tional population. Teem's finanef 
and advertising support is bfii 
strengthened in order to realize I 
full potential of the product, ij i\ 
disclosed. 

The company's Patio line of f 
vored soft drinks, an adjunct 
the bottlers' main product line ecjj 
tinned to show an anitieipated FtS 
of increase in 1963. 

Pepsi-Cola Company rCveal 
that research was being condUft 
on low-calorie beverages with t 
following flavors: lemon - % 
orange, root beer, grape and g^ 
ger ale. A continuing research pi. 
gram was inaugurated, desighM 
produce the best possible foroiB: 
tion for the company's low-cMi 
cola product. 
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Xerox to underwrite, 
sponsor UN tv series 

Xerox Corp. has announced that 
it will underwrite production costs 
and sponsor, on an institutional 
basis, $4-million fictional tv film 
series about the United Nations. 

The six film programs in the 
monthly scries will be aired during 
prime time on ABC (four programs 
scheduled, subject to change) and 
NBC-TV (two) starting in January 
1965, to be followed by foreign 
showing after their debut here. 

The scries of 90-minute shows 
ranging from comedy to drama and 
adventure to fantasy, is designed to 
create a greater understanding of 
the varied services and activities of 
the UN and will utilize a top array 
of screen and theatre talent. Such 
motion picture directors as Robert 
Rossen. Sam Spiegal. Fred Zinnc- 
mann. Stanley Kubrick. Otto Prcm- 
inger. and Joseph L. Mankicwicz 
will donate their services. Com- 
posers include Richard Rogers and 
l,eonarcl Bernstein, among others, 
and writers Tad Moscl, Reginald 
Rose, and Peter Stone, together 
with a group of leading international 
stars, will also cooperate in the ven- 
ture. 



Illllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllillllllllllliy^ 

A new organization. Telsim 
(Television Series for United Na- 
tions), has been established to pro- 
duce the series. 

The institutional ads will be one 
sentence messages only, and will 
avoid product advertising entirely. 
The ad agency for the rapidly grow- 
ing (domestically as well as world- 
wide) manufacturer of dry process 
duplication machines is Papert, 
Koenig, Lois. 



European consumer 
has multiple choices 

In the future manufacturers and 
advertisers who hope to step up 
sales through entry into European 
and worldwide markets are going 
to have to create these markets, 
according to Hugh Uytcrhocven. as- 
sistant professor of business ad- 
ministration at Harvard University. 

In the past many international 
investments were made in econo- 
mies that had severe shortages and 
sales were rarely a problem, he 
told American Marketing Associ- 
ation members in Boston. Now. with 
goods more plentiful, the consumer 
has multiple choices and this will 
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create a surplus in several fid 
A successful marketing strat 
often requires marketing mw£ 
ments, Uyterhoeven said, but U 
companies investing overseas. liH 
times arc reluctant to make tte 
When it comes to foreign 'mm 
ment. U.S. management somutlfj: 
has been overly fascinated by t 
glory of owning bricks and marl 
abroad, he said. 

In terms of a company's tef 
term competitive strength, raoh 
invested in building up a dJltrtb 
tion position, or in creating prgtix 
differentiation, may be as iiTipfl 
ant as money invested in Is 
plant and machinery, UytcrhraS^ 
suggested. 



New iced tea mix 
gets tv boost 

A new instant iced tea, being i 
trodueed by the Nestle Co. QftJ 
its Nestca label, will have a Wi 
mer-long ad campaign, begi;nniti|. 
June and running through the fa 
Promotion will ineludt' a diwtiriJ 
niglittime TV package of ten M. 
mereials a week, calculated to fflf 
131 million home impressioiis* 



30 



VQENCIES 



^Irat does new IBM System /360 
Tiean to advertising agencies? 



vs cost goes down, efficiency 
lUeh broader agency use of 



increases — making possible 
computers than ever before 



ji %{ \\ (;i SI R \ I ION Ol M u 

lyill'MiM adnicn feel will ac- 
leraie the value of computers to 
^aicies has been introiluccil In 

/%boi\{ a clo/eii large agencies 
J re represented at the New ^'ork 

trodiiction earlier this month. 

mt>ng them were led Bates. Bcn- 

11 it Iknvles. J. Walter Thompson. 

HIO, and l.co Burnett (Clreago). 

The new system will make com- 

lers available to agencies for 
.out 25^f less cost than before. 
Jcording to one adman. In the fu- 
(re it will mean a great nianv 
^ericics who could not afford com- 
Jiters will be able to use them, says 
Federman. director of com- 
ber operations at Young it Rubi- 

The 360 docs not realK offer 
H thing new as far as the user is 
(nci?rned, l ederman fecK, hut it is 
nre efficient, faster, and cheaper, 
i ternii of what it is able to do 
t* sAstcni is much cheaper than 
A thing now out. 

Federnian explains that the coni- 
]ler can be utilized from miles 

• 'a\ . The media department might 
lU' a box with a screen and t>pe- 
\|ter. If the pro|vr information is 
pgranmied. he said. \oti could 
3 for the combination of reach 
aJ frequenc) desired and the coni- 
fer would flash it on the screen. 
1 it's not what you want \ou can 
S' fox another. When the right one 

• 'een \ ou can have it uritten out 
o the typewriter. Similar advan- 
I'i's have K"en available but as 
h,vkups and at a higher cost. 

the 360 advance might be coni- 
Ped to the tube radio and the 
J ancenicnt to transistor radio. 
Merman said. Yon get the same 
'lig. but it's smaller and easier 



to handle, in this case it's also less 
expensive and faster. 

I he Y^R executive pointetl out 
three major elements of the sv stem 
that others don't have: 

1 ) I he application of electionie 
mmialtiri/atiiMi makes the com- 
puters parts smaller and more re- 
liable. 

2) The development of the most 
expensive part of the pnvess — the 
meniorv unit — means that it can be 
manufactured for less monev. It is 
impossible to sav that with the 360 
media will he able to process so 
mans buvs more cxtensiveK than 
before. We can do any amount 
of work now we want to; it just 
costs more. 

3) Up to now computers could 
onl\ handle certain kinds of jobs, 
either pav roll work or formulas. 
For both you'd need another much 
larger computer and then re-vv rite 
a whole new program vv hich is a 
major expense. The 360 can handle 
the different uses of a computer 
starting with a minimum of equip- 
ment, meaning a few thousand dol- 
lars less rental a month, perhaps. 
Certainlv a significant amount, 
more than a few hundred dollars. 
Federman believes, 

1 honias J, Watson, board chair- 
man of IBM. calls the event the 
most important product announce- 
ment in the companv's historx . 

The core storage memorv of the 
new Sv stem 360 ranges from 8,000 
characters of infe^rmation to more 
than S million. Intorniation storage 
devices linked to the svstcm can 
hold additional billions of charac- 
ters of data anil make them avail- 
able at various s|veils. dc|vnilmg 
on the need l-aeh tli.ir.teter in bulk 
core storage is available in eight 
iiiillionth-of-a-seeond. and each at 



the direct ci>mm.tiid of tht. com- 
puter progranier. I his is over M > 
times more ilireetK aildressai>le 
characters th.tn were previous!}, 
available in IBM computers. I lie 
ciMiipain claims the computer's his- 
toric limitations on mem*»rv si/cs 
are overcome bv this development 
At a press eon fere nee at I BMs 
!\>ughkeepsie facilities. Watsmi 
said; "Sv steni/36() represents a 
sharp departure from the e»>neepts 
of the past 111 designing and build- 
ing computers. It is the product i>f 
an international etfort in I BM s 
laboratories and plants, and is the 
first time I liM has redesigned the 
internal architecture of its eoiii- 
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Injoriiiatioii iloragc devices will pro- 
ride agencies willi unprecedented mem- 
ory power. The small local store de- 
vices operate in as little as 200 billionili- 
of-a-second. 



putcrs in a decade. This is the be- 
ginning of a new generation, accord- 
ing to Watson, not only in com- 
puters, but in business, science, and 
government. More than 100,000 
businessmen from 1 65 cities at- 
teded the introductions around the 
country. 

The new system spans the per- 
formance range of virtually all ex- 
isting IBM computers, from the 
1401 to nearly twice that of the 
most powerful computer built by 
the company. Jt has developed to 
perform information handling jobs 
encompassing all types of applica- 
tions, has been said to have two or 
three times the speed of the 1401 
at the same priee level. 

The system includes in its central 
processors, 19 combinations of 
graduated speed and memory ca- 
pacity. Built-in communications 
capability make the system available 
to remote terminals, regardless of 
distance. The equipment is sup- 
ported by systems which enable 
scheduling of activities for non-stop 
computing. 



Internal processing power of % 
largest Systcm/360 configuraft ( 
is approximately 50 times great" 
than that of the smallest. Its 
pulse beat ranges from one m 
lionth-of-sccond to 200 biUiHri 
af a sceond. 

Monthly rentals for the .spfc| 
will range from $2,700 for a, 6 
configuration to $115,000 fffi 
typical large multi-system corTfi| 
tion. Comparable purchase prti 
range from $133,000 to $5.5 
lion. Deliveries of the small ci| 
figuration arc scheduled to 
the third quarter of 1965;^ for t' 
largest configuration, the first fttr 
ter of 1966. 

Many agencies have already U 
vested in computers, but the 'n^ 
system should permit other U§ 
cics, now inhibited by cost, to lffa^l 
use of them. Watson eoninifnt!! 
that the new system might cm IJI' 
orders and future sales of a,h 
IBM computers, but its introda 
tion was necessary because of r 
cent developments by compcKQ; 






7 lie coiijifiiuation i.n' new system us it will appear in an installation. Af;ency men 
/eel system will provide more work at less cost, mean more use of computers hy 
smaller ai;encies in the future. 
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VCSENCIES 

I 



IVIininnum 

researcli standards set for 
maximum results 

I 

As another step in industry self-regula- 
tion, BRC probes heart of program ratings 
by pointing out valid way to research 



INOIIIIK M \.U)K MM' lOKWSRI) 

\ has bocn reported In '1 lie 
rdadenst Ratings Cmincil, Inc. It's 
opted and issued niininuim 
indurtls. 

These hit the heart of program 
'i tings. 

I Tho\ arc, in n sense, like the 
lies in the game of Monopoly. 
Imy set forth what's expected of 
ilirig services when they go out to 
epsLirc audiences and issue ratings. 

Aft* there any penalties for not 
»l!osving these rules? T he greatest 
inAhx isn't stated, of course. It's 
\M the rating service may lose the 
'mie, 

Wliat IS stated is this: rating serv- 
es have i:ot to follow the rules if 
ts-y vrant to be accredited by The 
rKidcast Ratings Council. 

No cooperation? No seal of ap- 
^ovall 

Like the rules of any game, cacl\ 
anjard is important by itself he- 
luse it affects, one \va% or anoth- 
vvhat happens in the end — i.e., 
le program rating. 

Also, when taken together, all 
'ev rules point towards the same 
Wl: making sure that prograiii rat- 
f|s arc effective, reliable and -- 
mt important of all — valid. 

iliat's quite a change from, "Ms 
r«ther-in-lav\ savs our show's a 
mb in Cincinnati." 

in fact, these rules and standards 
uvg been deliberately written in 
rerty general terms. The idea is 
lat niasbe someday they'll serve 



as ground rules for all social re- 
search. I f a candidate wants poll- 
sters to find out his chances of be- 
ing elected, he ll get a more ac- 
curate answer if the) go about it 
by these standards. 

Another way of putting it: I his 
is what should be done when the 
Poindexter-Pringle Co., Inc. — or 
anvbody else — sets out to do a sur- 
vey, whether it's for a network, lo- 
cal station, advertising agency or 
Ava Gardner. 

These rules (or minimu m stan- 
dards, as MRC likes to call them ) 
have been around a little while. 
I he) were first mentioned in Con- 
gress bv Rep. Oren Harris ( I)- 
Ark.) right after he and his in- 
vestigating committee blasted off 
at the industry. Some of these rules 
were submitted to him by NAB's 
president I.eRov Collins, and Har- 
ris had them inserted into the ( t>n- 
U'lcssioiHil Record as ev idenee that 
the industry was washing its face 

When Si'ONSDR gave a repiui on 
The Ratings Council (see issues of 



Cirotind rnk-s for proper 
research cover: 

vtliual Miiitdards 
sample tle\ii;nK 
rei ord-keepiiii; 
field personnel 

disclosure 
siiniplim; errors 

welK'litim; 
( ros\ labiihuions 




Research Director Goldhen; 



March 2. M and 16). a lot more 
was s.iid about "mmuiuini son 
dards and criteria ' Hut now the 
standards have been determined, 
w ritten up and offieiall) adopted 
I hev're here to si.iv , 

Ihev have been w ritten the vv.iv 
research people talk When thev 
sav "rating service." thev mean 
organizations like \RH. I I(h>[x r. 
Nielsen. I'uisc aiul Siiuilincv. r I hew 
five rating services, bv the w .iv . are 
a I read V ciHipcrating witli BRC b\ 
adopting these st.uuiardN and pr^ 
paring for their first audits 

riicse standards were essential 
K the work of M I CioldKri:. 
\ AB's verv e.ip.ible direct* r of rc- 
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search. He sits in on just about all 
Broadcast Rating Council meet- 
ings, so he knows exactly what pro- 
gram ratings add up to. 

'ihe rules are divided into two 
sections. I he first section covers 
"ethical and operational standards" 
— or how to get started: 

in illCAL AM) OPERATIONAL 
STANDARDS 

1. Each rating service should try 
constantly to control bias and dis- 
tortion, as well as human error in 
all phases. 

2. Each rating service is expect- 
ed to permit reviews and audits 
of its procedures. (They don't have 
to reveal strictly business matters 
— just facts that have a bearing 
on the audienec-reports they is- 
sue.) 

Such audits may be performed 
by the BRC or its designated Cer- 
tified Public Accountant. 

3. The anonymity of all inter- 
viewers, supervisors and other 
service personnel should be pre- 
served. (As part of his auditing 
process, however, a CPA would 
have the right to check with these 
people to verify their work.) 

4. if a respondent has been led 
to believe — directly or indirectly — 
that his anonymous participation in 
a survey will be protected, then his 
name shouldn't be told (outside the 
rating service). 

There arc two exceptions, though: 
A respondent may be identified, as 
part of an audit or BRC hearing. 
Or the rating service, itself, may 
give his name to another reputable 
research organization so they can 
reintcrvicvv him as part of a spe- 
cial research study. 

SAMPLING DESIGNS, PLANS 

5. The sample design for each 
rating report should be rcsonably 
representative of "the universe be- 
ing measured" — i.e., households, 
individuals, tv sets, or whatever. 
Any significant deviations must be 
clearly described. 

6. The sampling plan of each 
survey must also be clearly stated 
— especially such matters as how 
the sample was selected, callback 
nrocedures, substitutions, and the 
like. 



RIXORD-KKKPING 

7. Each rating service shall main- 
tain, for 12 months, records of: 

A. All attempts to elicit informa- 
tion, as required by the particular 
research technique used — whether 
by placing diaries or meters or by 
obtaining interviews. 

B. -All instances in which such 
attempts were unsuccessful. That in- 
cludes outright refusals, not-at- 
homes, extra interviews (or corres- 
pondence) with another member of 
the same household, telephone stop- 
pages (whether a busy signal, no 
answer or a broken connection), or, 
in the case of mail, returns from 
postal authorities or simple failure 
to reply. 

C. Likely reasons for that non- 
cooperation, provided these arc 
known to the field worker. (He must 
also consider the reasons reliable, 
not mere excuses.) 

D. Which replies (whether by 
household or individual) represent 
the original sample and which are 
first, second, third, etc. substitu- 
tions. (Where replacements have 
been resorted to, the same informa- 
tion is required as in A, B and C 
above. ) 

8. Appropriate quality - control 
measures shall be taken. These 
should cover both external and in- 
ternal operations of the rating serv- 
ice — whatever, in fact, may "exert 
significant effects on the final re- 
sults." 

Specific areas for quality control 
arc: data collection, editing, collat- 
ing, tabulating and printing. 



Lxtra records must be kept onr 

/. All successful attempts to 
collect iiifoniiatiofi. 

2. All iinsnccessfiil attempts, 
inclii(lini> probable reasons 
therefore. 

3. Whether tisuble replies rep- 
resoit the orit^inal sample or 
substitutes. 

4. Rosters of interviewers and 
snpervi.Kors, inclndint^ <U't(ils 
of their work a.^sit^nments. 

5. Sii^ned interviewer certifi- 
cates anthe)iticati)ig their re- 
ports. 

6. Notes o}i [)Ossibly errone- 
ous returns. i)iclnding the dis- 
position m(ule of them. 



FILLD PERSONNEL ANB 
WORK 

y. All fi^cld personnel (includfi; 
supervisors) must be thorou^ti 
trained in their work. 

Such training must assure th 
they know the responsibilities . 
their position, that they understftr 
— and adhere to — their instruction 
and that they recognize and afo, 
any act that might prejudge, (j)! 
dition, misrepresent or slant fit) 
results. 

10. Field work of each raflr 
service should be verified by per 
odic but unpredictable spot ch*et| 
Such spot checks (or other vafif 
cation) arc intended to cover e 
field personnel, supervisors as >^g 
as interviewers. 

11. To encourage high perfern 
ance levels among field persoaaFl 
they should be told that their wttr 
will be checked from time to tirai 
Then, every effort should be nmtf' 
to keep spot-checking plans e©r 
fidential so that workers cannot dii 
guise their performance. 

12. Each rating service must ^It 
keep for 1 2 months records of bcsl 
interviewers and supervisors. Thet 
must list such items as name^ dst 
of work, time, type of work, '\am 
tion of work, manner of payrnifi 
and the like. 

13. At the end of each projR* 
workers will be asked to sign 
tificates authenticating the R'Sr 
performed. 

Such a certificate could read t 

follows: 'i per®!! 

ally have conducted the abovt iB 
terviews. Number ..... to a 
specified in the instructions." Aif': 
pertinent exceptions must be 
cd and attached. 

14. When the information tit: 
receive from respondents appcafs tt 
be in error, rating service cmployef 
must make written notes to tlia 
effect. 

For example, a meter report tlit 
shows continuous "usage" of I' 
or radio for an abnormalh \on§ p£ 
riod of time — such as all niflil'— 
should be challenged in writiiis 
Similarly, a diary that notes the lie 
ginning of programs hut not t\u 
endings should be questioned. Er 
rors in program titles, call letter* ai 
channel numbers .should also 'h 
pohited out; they may indicate tha 
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iC same person's rcpl\ conuiiiis 
licr UKiccur;icics. loo. 
Records must ;ilso be kept on the 
sposition of sucli erroneous 
' plies ( exeepl where I he s pec i lie 
vnilini; procedure is well known 
I — and I he re'cords are accessible 
>r siud\ b\ — HKC or its audilors.) 

I 

I 

I mc I .( ).s u R I : I • u( )c I : I ) u r i :s 

1 he second pan of ihe adopted 
inimuiii standards applies to dis- 
osure — how each rating service 
Kujld report its surveys. 
I I . I ach rating report should iii- 
ude a "concise description" of the 
ieth(,xlologies used. This should in- 
udc a definition of the sample, the 
chnit|ue used to cover it. the area 
ivolved. the time slot and a state- 
, enl whether or not "weighting" 
IIS been applied. 

I 2. Kach report must also nicn- 
bn all known omissions, errors 
lid biases that might affect results. 

3. Further, each report must 
so cite an\ deviations from stand- 

Hl procedure's that might color 
;<e results — for example, that 20 in- 

rviewcrs involved were working on 

eir first survey. 

4. The rate-of-e o o p e r a t i o n 
'light (and won) must also be not- 
il. For example, each report should 
te the number of households in- 
ally selected — plus the number 
tually providing usable informa- 
'n that was incorporated into the 
port. ( But if some usable informa- 
m was noi used, that. too. should 
f rc[xirted. ) 

5. In a prominent place, each re- 
irt must compare its sample data 
ith comparable primary-source 
(It a (such as households or indi- 
duals) to show the degree to which 
{. sample really does represent the 
universe" it is said to be measur- 
g. (These arc to be broken down 
1^ counties or reasonable county 
oupings.) Services that use the 
\me sample over and over again in 
oir regularly-issued reports must 
-t the same data in each report, but 
xlate it onl\ semi-annually. 

6. Geographic areas surveyed 
lould be clearly defined, with the 
•lection criteria given. Thus, if 
c area surveyed is Metrop<->litan 
ew York as defined by the U.S. 
cnsiis, it should be so recorded 
I tfe report. 



7. Sur\e\s executed lor ,i spe- 
cific client sh.dl clearK slum the 
report is special, not part of a regu- 
lar svndicated service. In fact, the 
client must be named and the le 
port's lorm.it he made elearlv ilis- 
tmguishahle Irom that of the legu- 
lar report. 

l5Uli;i-I.N I.RROR 

The BKC statement took great 
care to acknowledge that audience 
measurement is subject "to numv 
kinds of error." 

Some, of course, are imn-sam- 
pling errors. These ma\ result from 
the niethodt>logy used, the manner 
in which tlic surves's conducted, or 
— even more unpredictably sim- 
ple non-cooperation or non-re- 
sponse. 

"However," the BKC announce- 
ment explaineil, "even a true prob- 
abilitv sample is likelv to include 
errors due to the operation of 
chance in the selection of the sam- 
ple." The .v/:.<' of this chance de- 
pends, among other things, upon the 
.size of the sample. (The sampling 
research is subject to such "sam- 
pling error.") 

The sample variation that is due 
only to the .si/e of the .sample ma\ 
be expressed as "statistical toler- 
ance" or "standard error." 

S, Thus, each rating report 
should list, preferably on its front 
page, several keys; (I) the standard 
error; (2) the formula used — to 
select the specific sample in the 
first place; (3) a chart or table that 
lists the statistical tolerances for 
one and /or two standard errors — 
in other words, a chart that shows 
just what these variations are ( and 
what they mean ) when applied to 
typical items included in the report. 

It must also be pointed out that, 
just because estimates of sampling 
error have been shown, that doesn't 
necessarily mean that a probabiliiv 
sample design has been achieved. 

co.nvkrunc k) a ri-tort 

9. When a rating service con- 
verts basie raw data into a rating 
report, it must show all the "weight- 
ing" or data adjustments that have 
been applied, along vv ith the rea- 
sons for so doing. This information 
must be av ailable to all users of 
said report. 



I " I ach r.itm * seivkv luii I .il o 
uulie.ite the luinibei ul ainplt r*. 
turns lli.it .ire awtjiiifcd. .u.*. ordiii • 
to Its si.iiul.irds. lor .1 I iiiii • 1 

t 

Such ,1 iniinnuuii ni.iv diilcr ti<>in 
seiviec to serviLC, .itcoulm ■ to 
(I) nictliodologics used. (2l the 
number ol stations Ivuil' nicasuKd 
(3) the number ol honies usui • t.i 
dio or IV. 

11. W here repiirts .ire issued on 
a regular h.tsis. e;ich rating si. ivkc 
must indicate the normal sample re- 
turn for each survev . And when the 
return is below norni.il ( but not he- 
low the ret|uired minimum), this, 
too. must be pointed out p refer - 
ahl) in ;i prominent pl.iee 

I T'R I III R CI. VRIITC.M IONS 

12. Cross tahulu.itions i.e., 
demographic and consumer inloi - 
mation must be accompanied In 
the minimum sample base required. 

W hen the sample for one period 
Is inadei|uate for reporting sueh in- 
lormatutn accurate!} . it ni.iv \k- 
necessarv to ctniibinc the samples 
of two, three or more successive 
periods. 

13. If .in\ st.iiion h.is resorted 
to "special, non-regul.ir promotion. d 
techniques" that might hv po- — or 
distort • — • its ratings, the r.iting 
service must also point that out 

14. I he rating service must also 
publish any other distorting influ- 
ences that it is aware of. I heso 
might include unusu.il weather, c.i- 
tastrophes. political or s(icial events, 
or preemptions such as world sc- 
ries, elections. Congression.il he.ir- 
ings — even transmission f.nhircs 

In .iddition to the above "general 
stand. irds," which are applicable to 
all rating services, "sp^'cific stand- 
ards" vv ill also be established In 
BRC. Since these vv ill h.ive to be 
t.iilored indiv idu.illv fi>r each spe- 
cific research technique in use. 
ihev'll evolve onlv over a jvruHl of 
time. 

Sources ih.it are e\p\.*ctcd to 
be most helpful in tkv eloping spe- 
cific st.md.irds, hov*.i.vcr. include 
quesiionn.iires th.ii s(>nie r.itinc 
services h.ive alreadv filled out .iiul 
submitted to BRC. future audits of 
p.irlieipating services and C()\. 
TAW and COl I \\1 UKthod A n 
studies ■ 
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Consumers ask advertising women 
probing questions on industry 



Almost 400 interested consumers 
showed up at the Advertising 
Women of New York Foundation 
seeond annual Consumer Confer- 
ence to ask some biting questions 
on integration in advertising, cigar- 
ette advertising, misleading adver- 
tising, and irritating commercials. 
A good many of the questions were 
answered with broad, cautious 
statements, generally showing the 
attitude that "these problems are 
being taken care of." 

Representing the advertising in- 
dustry at the afternoon panel dis- 
cus:,ion were Margot Sherman, vice 
president and eopy head, MeCann- 
liriekson; Dr. Niki Kominik, su- 
pervisor of copy research. Grey ad- 
vertising; and Jean Wade Rind- 
laub, senior consultant, BBDO. 

On the question of integrated 
advertising, Sherman said she didn't 
believe there was a major advertiser 
who is not "reflecting the American 
way of life" by using Negroes in 
everyday scenes, in the backyard 
and so on. "I think you'll see a 
great deal of it if you watch," she 
told the consumers. 

Sherman also answered a query 
on poor English in advertising, such 
as "Winstons taste good like a 
cigarette should." The consumer felt 
that twisting the English language 
was influencing the young. "1 would 
ask the same question," she said. 
"1 think the answer is that adver- 
tising is again a reflection of our 
society, and we use colloquialisms. 
If you don't use them you sound 
unnatural." 

Giving an example, one consumer 
asked what is being done about irri- 
tating connnercials. Rindlaub re- 
sponded by giving the advertiser's 
piiint of view. "The advertiser is 
trying to move you, not to sooth 
you," she said. "He has to get into 
your busy head somehow. He's got 
to get in and out fast. Often he has 
to say the same thing over and 
over again to make it penetrate."' 

Also in defense of advertising, it 
was said that the commercials are 
not as loutl as they seem to be. It 
has been shown, a panelist said, 
that the extra louilriess is just psy- 



chological. The commercial seems 
louder because it interrupts the pro- 
gram. Also, in the case of old 
movies, the sound quality is not 
good so the viewer turns his set up 
higher. Then when the commercial 
comes on it seems exceptionally loud 
when it really isn't. The audience 
expressed doubt here. 

Cigarette advertising was ex- 
plained by Charlotte Montgomery, 
contributing editor of Good House- 
keeping magazine. To the question, 
"Why docs so much cigarette ad- 
vertising continue when smoking 
has proven to be harmful?"' she 
said that "we cannot consider ad- 
vertising, merchandising, and pro- 
motion as separate from our soci- 
ety. Just as liquor and other things 
arc accepted, so is cigarette smok- 
ing." Montgomery said cigarette ad- 
vertising nowadays, is not trying to 
create new smokers, but convince 
existing smokers not to switch 
brands, which in our time is legiti- 
mate. "1 guarantee there has been a 
great deal of hard thought going 
into this problem," she said. Mont- 
gomery also pointed out the eco- 
nomic aspects of the cigarette prob- 
lem, mentioning that in three states 
cigarettes provide the greatest in- 
come. 

Agency Shifts 

IVennen & Schorr is resigning 
the Bayuk cigar account because 
of policy differences. W&S has 
handled the account since 1956 
. . . Fooie, Cone d- Belding to 
handle two new products for Gen- 
eral Foods — Pre-Sweetened Kool- 
Aid and Twist. 

Doyle Dane Bernlmch will take 
on advertising for Levitt and Sons. 
It is expected that the budget will 
be in excess of $1 million. In the 
recent past most of the advertising 
has been created by the advertiser. 
. . . Tho)nson Advertising. Peoria, 
111. appointed by Fernstrom Moving 
System . . . Carl Ally has been 
chosen by Volvo (Canada) Ltd. to 
handle its advertising in that coun- 
try. Carl Ally is also the Volvo 
agency in the U.S. . . . Redmond 
& Marcus will handle the entire 



line of advertising for Pearson 
macal Co. . . . Bolters, O'Rmjf 
and Sabinson to handle public » 
lattons and publicity for Chrpr 
Corp. New York World's Fair - 
hibition. The agency has also t- 
resenlcd the Chrysler Corp, L 
programs for the past three seasS; 

Hill & Knowlton 
expands in Europe 

Hill and Knowlton, Inc. has s- 
nounced the expansion of its I 
ropean operations with the itjl- 
poration of its main offtcp' i 
Geneva, Switzerland. The IntgJK 
tional public relations firm alsi ;; 
nounced the formation of siffcit 
iary corporations in West GernaX 
and Italy to be known as Hilj a 
Knowlton GMGH, Hamburg f 
Hill and Knowlton S.R.I., MilajCl.> 

Bert Gross, president, said i 
establishment in Geneva, which a. 
becomes the principle Europi 
subsidiary, was to meet increa^, 
client demand for public rclmjc 
in western Europe. This ne\v @ 
poration takes over the parent cB 
pany's European branch office i 
will have responsibility for M 
aging and coordinating the fifr 
complete European operations. 

H\N&>N three new , 
accounts to use 
saturation tv 

Adding to the growing list of 1 
tail stores using spot television a 
three separate juvenile store chaij 
recently-acquired account.s of H> 
itzer, Waring & Wayne, New Yoi 

Television will be the promine 
consumer medium, accordin| 
Edward Libov, v. p. of the agifff 
who will be account executive t 
all three. Saturation schedules a 
planned on a year-round basis % 
all markets, he said. 

Together, the stores do rato 
$20 million worth of businSS! 
children's nicrchandi.se each f^a 
The\ are Bargaintown. U.S-A 
with four stores in ChicagD; C||i 
ren's Supermarkets, which op«r|it« 
four retail stores in the Distriftt, f 
Columbia, Virginia^ and Martlaiu 
and Kiddie City Discount Store 
with 15 stores in and near Fhilr 
delphia. 

Hijlitzer. Waring, & Wsp 
which specialized in children's a* 
\ertising. marketing and niercto 
dising. now ha,s 16 accounts. 
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"\ME I Buying and Selling 



FM 



a muscle medium 



Buyers and sellers alike must realize radio is a 
dynamically growing sales force, not a rarefied 
type of advertising requiring special treatment 



^. Kotierl Richer. presiclciil, 
jSiniFl Kiclier Ui-prcseitfaflM's, 



S n Till 1 IMl Hl'Vl r's l-ll l 

is nol complicated enough, there 
C some ver\ real changes taking 
fice in the r:\dw industry — 
dangcs that should affect buving 
fllcnis and dollar allocations. 

1 am referring to the ama/ing 
pwih of fni radio, and by growth 
Uon'l mean to limit the term to 
M one area. Fni radio set sales 
i" absolutely phenmiienal both in 
f onograph fm combinations and 
the pc»rtable and car fm radio 
Uegorics. Growth in terms of sta- 
ins is also ama/ing. At present 
ere are better than !.!()() fm 
ilions on the air and. while a ina- 
nity of the stations duplicate at 
Hsi part of the am programing 
•Jbplied by a sister statit>n, more 
;tJ more of these facilities are be- 
i> programed separate!). 

Abng with this growth, how- 
cr. there are problems, and the 
iM important in terms of the 
I I'vg-range vitality of fm is the fjcl- 
1* 0n the part of many people — 
lers and bu\ers alike lluit fm 
I iio. because it is fm. is a special 
the of advertising medium deser\ - 
i special treatment and considera- 
i n Proni sponsors and timebuyers. 
i?sothing could be further from 
I truth and nothing can do more 
L st'riousis liniit the growth of a 
iiamic sales medium. 

Frh radio is nol special radio, 
rt is it a different type of adver- 
i ng medium. It is a superior 
nthxi'd of broadcast transmission, 
di\cring, in man\ cases, a l \ pe of 
1 cnmg not generally available ti> 
! I average am facilit\. I'm is not 



sacrosanct and nol .ill fm stations 
operating toila\ deliver a high- 
qualil). prestige audience. I here 
are fms on the air that program 
nothing but religion, and there is 
at least one fm operating strictly 
as a 1 op 40 riK'ker and it's get- 
ting listeners. lUit just because it's 
fni doesn't mean it's "quality." 

As the number of fm recei\ers 
sold in this country sk\ r<K"kets. it 
is inipiKsible for the fm audience 
to ail he re to the gixnl old charac- 
teristics of being Harvard-educated. 
.Social Register, VZ'^r income tax 
bracket, etc. There just aren't 
enough of this tvpe to go around 
in relation to the number of sets 
being sold. 

And, as i-red Allen said when 
confronted with the seeming con- 
tradiction of increased television set 
sales (itnl increased radio set sales; 
"... people are bu\ ing radios and 
tlie\ re not using them for book- 



ends." 1 he same can be said about 
fm set sales toda\ , i'eople are buy- 
ing, and make no mistakes about 
It. lhe\ are listening, and they are a 
great group of consumers, spon- 
sor said it last summer ( Aug. 5. 
h>63): "... traditional long-hair 
characteristics u{ fm and fm 
stereo programing will have to \ield 
to less strietl) classical apival m 
bid for well-educated, well-heeled, 
but more esoteric young marrieds 
who are flixrking to good listening 
at home and en route." This is 
where fin's |x>tential lies and this 
is why fm is now becoming an im- 
p»>rlant sales Uxt] to an inca'asing 
number of class-mass ad\ertisers. 

1 he crux of the matter is this; 
fm is radio. It is grow ing in two 
ways; by drawing off am listeners 
who are "trading up" to the better 
things in life and b\ bringing in 
new listeners. 

As a result of this unnxth. fm 



Hot) Kiclier formed his rep 
firm three \ears ago. lie lias also 
been »i!h VI A Spot .Sales as an 
account evec aiici ser\e(l luice in 
that capacilx "ith .Adam \'oniig. 
Inc., nhcrc from 1959 to 1960 
his diilics inchided rcscarcliin^ 
and orgaiii/inj; a separate divi- 
sion desi<^ned to liandic fm sta- 
tions. From I95S to 1959 he 
was iialionai sales and prodiic- 
tion manager for Hill (iraitcr 
I'rodticlions. lie started in 
hroadcjisling in 1953 vvilh \HC 
and later \\role and proditced 
Slriell\ I'rotn Dixie. weckl\ 
KIW Radio program, eonciir- 
renll* with his duties in the 
W.VHC .New ^'ork. sales depart- 
incnl. 
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is becoming directly competitive 
vvitii the otiier two segments of the 
broadeast media. It is competing 
against tv for listeners (and there- 
fore advertising dollars) and it is 
eompeting against the established 
am radio stations. 

It is a general rule that fm's 
listening time is at night, primarily 
because this is when the family is 
together, just as in tv. However, 
if an fm station makes its program- 
ing and the quality of its signal 
appealing enough, it has been dem- 
onstrated that there is a good 
ehanee of reaching both the non- 
tv viewer as well as the selective 
tv viewer. These people are in a 
far more desirable demographic 
category than the inveterate tv 
viewer. However, the latest figures 
show that fm's audience is increas- 
ing substantially during the daytime 
hours, too. This is undoubtedly a 
reflection of increased housewife- 
acceptance plusa gradually burgeon- 
ing out-of-home audience available 
through portable and car fm. 



As the fm audience increases, it 
is bound to take away listeners from 
the established anis, and this is al- 
ready the case in many of the major 
markets. In spite of what the af- 
fected ams might think, this can- 
not help but to be beneficial to 
radio as a whole, because as radio 
continues to display its vitality, ad- 
vertising allocations into the med- 
ium should aceclerate. 

But the time has come for fm 
station operators and ageney media 
personnel to realize that fm is a 
big item today. We know, of eourse, 
that the New York fm market is 
larger than the Los Angeles am 
market, but of greater signifieanee is 
the faet that sets-in-use figures are 
up. More people are listening to 
more fm, and there are more sta- 
tions programing to fill the gaps left 
by unimaginative am stations. 

In case you think I'm anti-am 
radio, let me reiterate that not all 
fm is good and not all am is bad. 
This is not a ease of "good guys" 
versus "bad guys." There are great 



ams operating today and sohie i 
them are reaching fm-type of m 
dienee (W-QXR New York an 
WNMP Chicago, for example 
Conversely, there are fms Dper? 
ing that reach audiences normal 
equated vvith the am level 
point is that the day has pM 
when fm stations must come tg 
advertiser, hat in hand, and si 
for consideration simply becaurc 
is fm, and therefore good. Gpt 
fm today is past the stage of s:tkl 
ing with its not-so-good fm 
ern in the hopes of getting a 
of a special fm budget. This li 
big, aggressive medium that is ^W; 
nessing the influx of real pcgj 
sionals into its management. K^i 
Metromedia, and Triangle are' <'n 
a few of the major fm broMeas] 
ers. The time is rapidly pa;siir|| 
when a buyer will buy radm % 
not fm," because fm is radio, 
should sink or swim oil tfell 
and if you look closely, yaa*ll 
that a good percentage of tht 
swim very well indeed. 




Richer (r) nnifcis w illi /;/v a.ssocuilc, Nuniuin Pcircaiill. as ilw lw<> 
(li.u ii\s nil iipcoiiiiiii; \pol t iii>i[uiif;n on Riclwr-rcpi c.sciiicd stiitUms. 
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ED NUGENT: the facts and only the facts 



•I{i;n) slatioii rcpri'sfiiurl'ncs IimhI 
|i ^iciul lj><) mneli liiiu' pfcsoniin^ 
literal fiict> iilxmt llii'ir slalioii 
}fl; tliv uiarkcl," vsns .Niiyi-nl. 
iw jjitwlHiMT for \\illiain Ksly on 
1) iafUMiline Hccr uccoiinl. lie 
j.( MiovimI to llic ii}iciic) t'roin 
1 Vrij .\<ht'rli.sin<^, whore tor tlu' 
\Kt )esir lio «sis hiijcr lor (Icr- 




hor's l>al»\ prodiu'tv, I'la'ul .Stamps, 
aiitl Dk't-Kite Cola. " I lie tiiuel)ii>- 
er's time is liiiiite<l," I-.d coiitiiiiies, 
"and while he nia> be iaterestecl in 
all the >a};aries of a particular mar- 
ket, he wants the eoj^ent facts per- 
taining to the rep's station as (piiek- 
\\ as possible. Too often the bilker 
has to listen to information that is 
»piite asi<le from the facts he needs 
to make a decision." A graduate 
of St. Bona>entnre in 1^57 (U.S. 
de};ree in marketing), he spent the 
follouintj; four >ears as a na>al 
lieutenant, ser>inf; the latter U\o in 
the Philippines. l'!d first entered ad- 
vertising as a media anal>st and as- 
sistant timebu^er «>n the Maxwell 
House account at llenton i!i Howies. 
In 1962 lie joined lUlDO as an 
assistant bu>er on the Pepsi Cola. 
II. K. (toodrich, and New ^'ork 
'lelcphone Co. accounts. He joined 
D'Arcli in 1963. I'd ^ot in a j;ood 
deal of skiing during this past win- 
ter. His other hobbies are s(|uash 
and iiolf. 
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Hot water, anyone? 




'Ilocs it vprinlvic lioi wjitirT avks McliiOr Imruslrics. ciivloiniT. Iioldini: 
fiViti's n«« liiwii ^.prireklcr. Coin^iiin* r(."ci"iill> :td'dcd %t:irioii>« in l":iir- 
biirrks .V|iH.l:i, to I\ ^ptn coiinuorci;il schedule. Meliior's ad dircclor 
b*lic»ci» llivri'\ no pl.icc on e;irlh thai i^.n'1 a piitcnlial market for tlu- 
lawn and sjiinlen prodncts 
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Beech-Nut gum spots 

Beech Nut I ifc S ut. rs h.is K Min 
a s|-Hil t\ canip.iign lor its the.*, my 
uniii through Hcntnii t'v. HuaLs 
I'roiniUum, nou in 47 ni.irkcfs. will 
run thrinigh the \e.ir. continuing 
Hecch-Niit\ lica\\ expenditures tn 
spot (an estini.iteil S2.5 nulhim was 
s(X'nt during 1963) I he nne-iiiiiuite 
eoinnierei.ils arc aimed at .t f.imil\ 
audience. 



Eastman reps name new 
mgr. for New England 

Stephen C. Meterparel has Ix'cn 
named New Hngland manager for 
Robert !{. Hastnian Co.. national 
statii»n representatues. I le amies 
ti» his new post from \\ B/,. Group 
U s Boston outlet, where he had 
been an account executive Prior to 
that he had been associated with 
Chambers and W isuell advertising 
ill Boston. 



Transit promo via spots 

Los A ngeles Metropolitan 'IVa n- 
stt Authority thmiigh I lornig-Coop- 
er iV; Harrington, has started an ex- 
tensive sptM radio camp.iign on 12 
stations to promote the sv stem's 
transportation facilities. Previous 
campaigns utilizing musical jingles 
have contributed to \1 I A's profit- 
able operation (vv ithout a subsidy!, 
savs the authoritv . 



Rep appointments 

N ice Piano .\ssociato named ex- 
clusive national representatives for 
KPl B Pueblo. Colo . . . KRBC-[\ 
Abilene has appointed Ilo!!in*^ber\ 
Co. its nation.il rep . . . 11-K Uepre- 
seiilati»es has Iveii designated ex- 
clusive nation.il spot s.des re pre - 
sent.itive for KRIZ Phociitx. 



Sabena wings into 15 
spot radio markets 

S.ilvna Airlines is now m the 
midst fit an eight-week .im-fni sp^n 
r.idio campaign in 15 markets 
th rough McC.in n-M.irsehalk 

I he ni.ijoritv of the spots fe.ili re 
the thriMtv voice of Mile S.iK'n i 
v«,ho sells service and the concept o! 
a ladv 's club to .issist women travel 
ers Camp.iign slant s the resuh 
of a profile studv of the airhnc 
traveler conduetcd bv she .i'ene\ 
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TV MEDIA 



BRIGHT FUTURE 
FOR DARK HORSES1 



ARB says not all top 10 are mass-appeal laugh shows; some 
win because they supply no-comedy to the discriminating 



HALF OF ALL telcvision-watchlng 
families view between one and 
three of the top-rated 10 programs 
each week. 

On the extremes of the viewing 
band, however, fewer than 10% of 
the famihes see seven or more of the 
top programs, while another 10% 
never see any of the top 10 at all! 

These estimates were compiled 
from an analysis of a sub-sample 
of the November 1963 ARB TV 
National Report, as computed by 



ARB's Technical Director of Mar- 
ket Reports John Thayer. A break- 
down of the number of programs 
seen follows: 

Number of programs % Families 
None 9.9 

1 16.4 

2 16.4 

3 16.7 

4 11.1 

5 11.6 

6 8.3 

7 4.2 




8 ., 

9 

10 

Total 

From this analysis, it se6m§ p 
sible the more selective iv ft 
— those who watch a niiflottlf 
top programs — arc the vicwf rs s 
boost a few top 10 to their p: 
tions. 

BASrS OF REPORT 

To explain the sample: V3t 
the week of Nov. 13-19 (the m 
week of the report), a total of 
diaries were selected at rcri 
and examined for viewing emh 
the following top 10 programr: 
Program Mm 
BrVFRLY HlLLBlLLlFS 

Bonanza ..,„,. 

Dick Van Dykt. 

Andy Griffith 

Candid Camera 

Perry Mason 

Donna Rled 

Pi- i iicoAT Junction 

Lassie 

Red Skelion 

In order \.o ealeulate a {t\xs i 
quency di!i.tribution, it was iftff 
sary to work with a single W 
diary sample. Therefore, twt! # 
eials (liing Crosby and Ctf 
Jane) that appear in sixth ari'd i 
enth places in the top-10 W 
of the published report, do ncfl 
pear in this analysis since they * 
not telecast during the *vv'eek 
Nov. 13-19. Lassie and kei $ 
ion, which appeared 1 1th and I 
in the published report, therffil' 
became 9th and lOth ranked pi 




^ms for purposes of this study. 
aJ ail other progrnms were .itl- 
viced to tnkc the phicc of the 
**'<'ciak tliat were omitted. 

. j?^K-i'RQ(;RAM >'ii:\vi:ks 

I I'V further ;in;il\sis of the diaries 
».>wed that, of the fnmilics vicw- 
il only one of the top 10 programs, 
t one most saw was lioiumzo. fol- 
ic cd by I'l'rry Mason. The follow- 
iii breakdown shows the percent- 
a- of one-program families that 
v wed each of the listed produe- 
tjin: 

I 'urcini FluiuUcs 

i'Nvs/\ 25. S 

P^RV M \S()N 19.6 

eIn-^a Ri i n 12.4 

Cmjid Cwii ra ..... . . .10.3 

L/sir 8.2 

Ijo Ski I Tov 8.2 

, Apl CiRIFl lTH 6.2 

BvTRiV HiLI.BILIIlS ............ 5.2 

D-K V,v\- Dyki- 3.1 

Prrieovr Junction 1.0 

TnvL lOO.O'^? 

Iwmnzo again led the list when 
Cn piled on tlie bnsis of nil families 
til viewed two of the top 10 pro- 
f tiis. coupled with Cundid Canx- 
f a% the second pnrt of the double- 
hing. A total of 8.2'~c of the two- 



program families watched that com- 
bination. 

Another i4.2^f of these families 
watched either the Perry Mason- 
Candid Canwra duo (6.2*7 ) or 
Bonanza- Andy Griffith (6.2*"? ). 

tw()-i'R()(;ram al'diknci: 

The most frequenty viewed two 
program combinations were: 
Prof^ranis '~r Families 

Box \N/.A 

C.wDin r.\.\ii R \ 8.2 

I'l RRY M \SO\ 

C vNDin C v.Mi R \ 6.2 

Hov \N/ \ 

A\nv Griimiii 6.2 

Do\s \ Ri I D 5.2 

I'l RRY M \SON* 

Andy Grim nil 5.2 

L\ssir 

C.wnin C\Mi R \ . 5.2 

Lvssir 

AM)'* GRiriiiii 5.2 

B. Mil l Kil l II s 

Dk k \'\s Diki 4.1 

IM RRN M \S()\- 

1 \ssii 4 I 

I'l RH\ M \SO\ 

B<)\ \\/ \ 4 1 

Pi RRY M \so\ 

I'l T I ICO \ r Ji \c I los 4 I 



3.1 

23 6 



B. I ill 1 HII I II s 

Pi I 1 k <)\ 1 Ji M I los . 3.1 
Dow \ Ri I 1) 

C\M)1I) CxMi R\ .. .. 3.1 

Pi RRY M \so\ 

Ri I) Ski i ion 3. 1 

L\ssii 

Ri i> .Ski i. io\ 3. 1 

Bon \n/ \ 

Pi I 1 K o\ 1 Ji N( I u)\ 3. 1 

Ri n Ski i i on 

Pi 1 1 ico\r Ji N( I ION . 

() 1 111 R COMUIN \ I IONS 

ioi\l [00 07 

I he m(isl popular program-trio 
appearing in the top 10 was Hr\ erl\ 
llillhillirs-iyiik I 'an IHke-Red \kel- 
ton Of lamilies \ leu ing three of 
the top-10 rated progr.mis. 6 1 '*/■ 
watched this program C(>mbinjtion 
Interesiinglv . of the 1 20 different 
possible combin.itions. just shghiK 
more than half the ptissibilit'es 62 
different ct^ibinations — appeared 
in I he nearK 600 diaries examined 
A breakdmv n of the mosf p»'pu- 
lar three-program combinations, 
uith the piTccntJCc of three- 
program-% icH ing f.inulK v. follow v 

I III I nil I II s 

\'\N UWX 

Ski l roN 6 1 
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Prograiu % Fainilics 

Donna Rred 

Pfrry Mason 

Candid Camkra 3.0 

Donna Reed 

Lassie 

Bonanza 3.0 

Donna Reed 
Bonanza 

Candid Camera 3.0 

Donna Reed 
Hillbillies 

Van Dyke 3.0 

Hillbillies 
Van Dyke 

Perry Mason 3.0 

Hillbillies 




Donna Reed 

Bonanza 3.0 

Hillbillies 
Bonanza 

Candid Camera 3.0 

Perry Mason 
Lassie 

Candid Camera 3.0 

Candid Camera 
Griffith 

Skelton 3.0 

Others 66.9 

Total 100.0% 

FOUR-PROGRAM 
COMBINATIONS 

Of the families who watched just 
four of the top 10 programs, slightly 
fewer than half — 46.2% — tuned in 
to Beverly HillbiUies and Dick Vau 
Dyke in combination with two 
other shows. An interesting fact in 
the popularity of these two is that 
they are programmed back-to-back. 
Thus, in this study at least, the 
network rulc-of-thumb — line your 
strength up in a row in order to 
win, and hold, the evening's audi- 
ence — appears to be corroborated. 

Another significant fact is that 
the most frequently viewed four- 
sonic was comprised wholly of 
comedy programs — Beverly Ilill- 
hillies. Dick I'aii Dyke. And\ (trij- 
fith and Red Skelton. Of all fam- 
ilies who watched four of the top- 
pers, saw this combination. 



Following up, as favored qi'> 
tcttcs, were I'erry Mason, Bmmi% 
Candid Cantera and Red Mehk 
seen by 4.6% of the families:. .(3 
Beverly Hillbillies, Dick Vm Dy 
Lassie and Candid Camera, scgftj 
another 4.6%. 



FIVE OF THE TOP MKM 

Families who split the top 
evenly by watching half of th 
during the week of Nov. I3'l 
showed the strongest prefereneg 
the combination of Beverly 
billies, Dick Van Dyke, 
Griffitit, Perry Mason and Boni 
Nearly 6% '(5.8%) dialed 1r 
that group. The other most pop 
combinations, each with 4.4^ 
the five-program families, jjv 
Beverly Hillbillies, Dick Van Bf\ 
Andy Grijfiib, Red Skeltm 
Pettieoai Junction as one wItoI 
team. The other: Beverly HiUMff'* 
Diek Van Dyke, Candid Caufi , 
Red Skelton, Petticoat Jnncti&n 

SI X-PROC. RAM VI E WI ^iP 

Of families watching si« p- 
grams, 8.2% ehosc the follffi*- i 
10 combination: Beverly HiUhith. 
Dick Van Dyke, Candid Camir^ 
Andy Griffitli, Red Skelton, l¥- 
coat Junction. The other \mM f 
c|ucuily watched conibiniifion 
sixes were Beverly Hillbilli:Jps>, II 
Van Dyke, Bonanza, Andy C'difi 
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Skdton, raiicoai Jniuiion. 
itcn In 6. 1 '~r and Beverly IIHI- 
rflHex, Dick I'aii Dyke, Perry Ma- 
im, Honanzu, Reel Skelloii, I'eili- 
oat Jiinetioii. also scon b\ 6. 1 . 
Anollicr 6. 1 '~r cimibinaiion is 
'icMerty IlillhiHies. Dick I'an Dyke, 
(ixsie. Andy Grijjiih, Red Skelioi: 
ind I'etlieoai Jiinciion. 

I si: V K.N AM) ()m;r 

Of iho relatively few families 
4.2 '~r ) that tuned in to se\cn of 
he top programs. \2'~f saw all 
hows except Donmi Reed, Honanzu 
nd Candid Camera, and another 
watched all except Donna 
\ieed, I'erry Mason and Lassie. A 
(bird 12*^ omitted Donna Reed, 
'crry Mason and ( andid Camera. 

The same pattern of cxcliisionN 
•ecu r red among the eight-program 



just I.2''r or seven tainilies. 
watched nine of the top 10 pro- 
grams. Just three of the top 10 
were excluded from all their list- 
ings: I'errv Mason (exeludcil b\ 
A2V' "( ). Donna Reed (b> 42.M^r ) 
and Lassie (b> 14.2*"? ). 

Thus, the conclusion that a select 
few of the top 10 programs can 
likel) credit their high degree o\ 
success to the somewhat more selec- 
ii\e T\' fans — those who watch a 
minorit) of the top 10 shows. I he^e 
"select few" tend. tellingK . to be 
those programs that do not rel\ on 
comed\ as their main attraction. ® 




:s. In total. 45.S'"r 



of those 
eight of 
excluded 



^hp snid the\ viewed 
he top 10 programs 
Vrry Mason from their diars en- 
rie-s. ExactI) one-third of the 
ight-program sample excluded 
\mta Reed and another third 
►nulled Honanza. Eight-program 
artiilie*. accounted for onh 4.0*"?^ 
*f the entire 593 families, however. 

Only two of the top 1 0 were 
icluded in all diaries of the eight- 
riignim families: Beverly llill- 
itlles and Andy Griffiili. 
Of all families in the total sample. 
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TV MEDIA 



TvB honors five 

Norman Cash, TvB president, 
has awarded the Bureau's annual 
salesmanship awards for outstand- 
ing ereative selling at the Selling or 
Sailing? session of NAB's Chieago 
Convention. Competition was open 
to all TvB members who sell either 
tv time or programs and was based 
on sales skills and ingenuity, plus 
the degree of planning and organ- 
ization detailed in the approaeh. 
Winners were: 

Warren Anderson, WREX-TV 
Rock ford, who sold a program 
ealled Freedom University of the 
Air to 65 clients in a season, not by 
showing the program but by sug- 
gesting how each eould relate his 
product to it. 

L. H. "Curt" Curtis, KSL-TV 
Salt Lake City, whose special pres- 
entation to local food brokers 
and manufacturers' representatives 
boosted the market as a spot in- 
vestment. " 

Arthur Harris, WRGB-TV Sche- 
nectady, whose Vermont dairy 
client was not licensed to sell milk 
in N. Y. state, but who was shown 
that the station covered the full 
territory in which it could sell. 

William Knowles, WOOD-TV 
Grand Rapids, whose store client 
entered tv for the first time. 

Paul Weiss, WTVJ Miami, who 
sold a local tire company on a spot 
announcement campaign in sports 
programs. 

All winning case histories will be 
added to the TvB film library and 
made available to all TvB member 
stations for study. 

RATE CHANGES 

WBOC-TV Salisbury, Md.: New 
rate $175 per evening hour, effec- 
tive May 17. Former rate $150. 
WDSM-TV Duluth: New rate $700 
per evening hour, effective June 1. 
Former rate $650. 
WEWS CicvGland: New rate $2,750 
per evening hour, effective July 1 . 
Former rate $2,600. 
KTVE Eldorado, Ark.: New rate 
$450 per evening hour, effective 
Aug. 1 . I'ornicr rate $400. 
WJAC-'I V Johnstown, Pa.: New 
rate $ 1 .250 per evening hour, effec- 
tive Aug. 1. Former rate $1,150. 



WDAM-TV Hatticsburg, Miss.: 
New rate $250 per evening hour, 
effective Aug. 1 . Former rate $200. 
WLEX-TV Lexington. Ky.: New 
rate $350 per evening hour, effec- 
tive Aug. 1. Former rate $300. 
WBTV Charlotte, N. C: New rate 
$1,575 per evening hour, effective 
Sept. 6. Former rate $1,525. 



Time-Life broadcast 
scans Scandinavia 

Time-Life Broadcast continues to 
expand total revenues in its sub- 
stantial contribution to Time Inc. 
profit picture (reported record in- 
come of over $14 million or $6.55 
per share up sharply from $4.76 
in 1963). 

Broadcast division continues to 
increase operations internationally 
with recent entry into STV, newly 
formed Swedish tv firm planning 
program production for Scandina- 
vian countries. Other overseas op- 
erations are: pay tv experiments 
in United Kingdom, program pro- 
duction in Latin America, and Du- 
Mont-Timc TV, Cologne, produc- 
ing for German tv. 

Recent FCC approval of KERO- 
TV Bakcrsfield, purchase raises to- 
tal of tv stations to six. Time 
also plans New York Stock 
Exchange listing, three-for-o n e 
stock split and increase in dividends. 



Offbeat fare does fine 
on Florida station 

The program chief at a Floridn tv 
station has inked some strange 
sports into the schedule, but so 
there's no scarcity of sponsors. 

WFTV's mobile tape truck will 
be on hand in Winter Haven, Fla.. 
April 24 to tape the Grand Cham- 
pionship Finals of the Fifth All- 
Florida Orange Dessert Contest in 
which 12 finalists will compete for 
prizes totalling $10,000. The hnlf- 
hour program based on the two- 
day taste-treat event will be tele- 
vised April 26 on n six-station net- 
work including WEAR Pensacola; 
WLBW Mianii: WCTV Tallahas- 
see: WFLA Tampa; and WJXT 
Jacksonville, under the sponsor- 
ship of the Floridn Citrus Commis- 
sion (which also sponsors the ac- 
tual competition). Tupperware, and 
Publix Markets. 



The station is also making a h 
hit with Karate and Judo instru 
tions. The Orlando School of fel 
Defense presented a half-hour dSn 
onstration program late one Suijii 
night and one announcement Gift 
children's program. Almost 
worth of training courses to lac. 
adults and children are trnceali) 
to the two teleeasts. and the Seliot 
is tossing over its newspaper ati 
vertising in favor of an extefljdic; 
WFTV campaign. 

Acaderny, NBC ready 
Awards program 

Nominations for the IMl'^i 
Emmy Awards will be announce 
by the National Academy of TeljSfi 
sion Arts and Sciences on April IS 
after five days of screenings in JtcA 
York by the National Awards Com 
mi tec. 

Meanwhile, NBC-TV, Which 
telecast the industry awards fi 
10th consecutive year, is miUM 
final plans for the 90-minute pro 
duetion which will originate fr»o 
the Hollywood Palladium and th 
Texas Pavilions of the New Ym 
World's Fair, May 25. Joey BisltQ| 
will emcee the west coast porfifi 
and E. G. Marshall, the New Yat. 
origination. 

Timex Watches and Libby. M 
Ncill and Libby will sponsor iK 
awards, which will cover 27 g# 
gorics ipcludiiig programs, perfQ,^ 
anecs, directing, writing, oioCM 
tography, electronic photogttar|h^ 
and film editing. The Internatiana 
Award and The Station Award; 
two special honors created last yesSr 
will be presented again this yeAft 



FCC actions 

An uphill struggle has been \festl 
by a New Jersey tv corporation 
a Milwaukee station got the ^ 
ahead on a power increase, ra 'M~ 
cent actions by the FCC. 

New Jersey Television BroadciTSt- 
ing Corp.. formed in 1961 by Ed 
Coppcrstein, got Commission ap- 
proval to locate its antenna Mi 
transmitter atop New York's Elf- 
pire State Building, after extensite 
studies by the Building ns Vq 'tl 
feasibility of adding to the six caW^ 
mcrcial nnd two educational slaliW 
antennas already there, ConiptTJ 
will now build WNJU-TV Newltifo 
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Ill cIkiiiiicI 47, tlic liisi new coni- 
iicricjl station in the iiat'iDn's l.irg- 
st I \' market in o\cr I f> \cars. 

\\()K^' Milwaukee will inerease 
is transinittini: power to 5 kw iVoin 
|\ current I kw. \{\ ou neil h\ Bar- 
\.-ll Hroaileastini;. 



SlSStaffers' Tulsa meet 
i€t for early May 

riie competitive sales picture oi 
iclio anil t\ . a new ci>ncept in 
, rate cards, and a projection of 
iilyrriisim; /WO will be among 
ic subjects iliscusseil in simultanc- 
p!s panel sessions as p;irt of the 
pComing 1 3th annual convention 
if the American Women in Radio 
nd Telev ision. 

The program will be devoted to 
(iree simultaneous pa nels. I'anels 
lid their participants are: 

Advertising and Sales — Jake 
jvans, TvB v. p.; Lee Fondren. 
LZ Denver mgr. and sale; dir.. 
ce chairman of CBS Radio Aflili- 
es; Martin L. Nierman. Fdward 
Vlry exec. v. p.; and John O. W'liit- 
.'y. Whitney Advertising Agency. 
Iilsa. Moderator will be Julie Ben- 
l v\omen's dir. of WFAA stations, 
alias, and food editor of the Dai- 
K Morning News. 

Programing and Production — 
'obcrt I i. f-orvvard. head of own 

mmunications consultant firm, 
ps Angeles; Robert B. Hudson. 

ograming v. p.. NET; Lucy Jarvis. 
13 C News and Public Affairs pro- 
ticer; and Thomas J. Swafford, 
iDEi'^ Albuquerque pres. and gen. 
gr. Moderator Lucile Mason is 
isling dir. at Compton. 
' Film — Gene Allen. Special Pro- 
m Unit. WK\' Television. Okla- 
)fiia Cit>; William Hart, Screen 
cOis midwest sales mgr.; R. K. 
eit/, executive v. p. Keit/ and 
-rndon. Dallas, specialists in tv 

mmercials and business films; 

>berl Stabler. Filmaster president. 

KAB president LeRo\ Collins. 

C commissioner I'rederick Ford. 
• d Leo Burnett executive v ice 
I Evident Lcon;ird Matthews form 
i^" panel of an industry roundtable 
f{ir Ma) I. Moderated b\ Wash- 
iltan Post radio-'I \' editor Lavv- 
iice La urent. thev will discuss 
■ he Broadcast liidustrv ." with 
uphasis on eongressii>nal invcsti- 
i ions and hearings, limitations on 
I mmercials. FCC regulations, the 



l aiiiiess Doctrine, and editoi i.ili/- 
ing limitations. 

"New Developments m \udienee 
Measurement" vv ill Iv I he subject 
i>l the industr) panel on .\lav 2, 
with NBC v.p. I high Beville. Jr.. 
R/\B president l il Bunker. W ( Al - 
I \' Philadelphia general maiiagei 
John Schneider, and NieKeii v lee 
president in cluirge ol the eentr;il 
territory William \\\att. 

The Convention, vv ith the theme. 
I'rccihun of Coiitiittiitii (Uions. Rn;lii 
and Respoiixihiliiy. will be held in 
the Mavo Hotel. I uKa, April 30- 
Ma> 3.' 

Red Quinlan to Fields 
Enterprises to 'evaluate' 
electronics future 

Sterling (Red) Quinlan, former 
ABC \ .p. and gener;il manager of 
O O WBKB here, has joined 
Fiekl l-nterprises in an executive 
capacity and vv ill "explore and 
evaluate future course of the elec- 
tronics field." a nnounces Marshall 
Field. Jr.. president. 

"Progress in I M II' Bro;uleasting. 
as well as in the established pattern 
of VHF, mav offer exciting possibil- 
ities in the areas of education, com- 
munication, and entertainment." 
said Field, "areas in which Field 
Enterprises is already engaged. 

West coast broadcasters 

cover quake, lend a hand 

Typical of man\ is this news 
room scene right after the Alaskan 
earthquake and tidal wave, as 
broadcasters worked around the 
cliKk to cov er the happenings and, 
w here possible, to offer help. Here 
Sam Zcllman (r) western bureau 
chief. CBS News, checks stor> and 
pictu re with Bill Robison (c) of 
KIRO Seattle, just returned from 




on thc-spoi re|x»rtiiig ni Xnehor.irt 
I ikc kIRO .iiul m.iiiv ulhei sta 
tioiis, Kl \( I u\ Xnutles also v*cnt 
on the air with diretl a[>|X.iis for 
help 1 he results were siai' v nii ' 
I he Strategic \ir ( oiuiikuuI km 
tour jets w Inch were loaded with 
Caliiornians' donations of f«Kfti. 
eU'lliing and supjilies wurih niori. 
than SI iHillion When Seward 
broadcaster R.iv Dov le iioiili.d 
newsmen th.it the town's r.idio 
tr;msiHitter had been ilestroved, Se- 
attle station K\'l began a scareli. 
found a 2.^()-watt unit that had been 
retired bv KAP \ Rav iikmkI. Wash , 
arranged lor O-N-C Motor I reight 
to cart it to .Seattle at no charge, and 
Northwest Orient Airlines to fiv 
it free to Anchorage. 



Signing on the dotted line 

As the fin.il papers were signed in 
New 'N ork April I . I aft iiri>.ide ts- 
ting acjuired seven AM, IM ami 
r\ stations Irom Iransconlinent.il 




I elevision Corp (see SPONSOR. 
Fridav at 5. April 6) in the largest 
transfer of broadcast stations in 
history. Seated (l-r) are Taft trea- 
surer Doroths Murphv ; I I C Exe- 
cutive Committee chairman J. 
I- red Sehwilkopf l\'; and I aft 
board chairman I hilbert Taft. Jr. 
Standing are IT C president Dav id 
C. Moore; I aft president Lawrence 

I I Rogers II; and FI C director 
Gei>rge GiHxlve.ir 



Chicago retailer buys 
2-hour Negro talk show 

Nelson Bros, imrniture Stort^s 
has bought full s|-K>nsorship ot (ht 
I iircci- .1 new tw o-hour w eek Iv 
Negro discussion program on 
W Cll ( liicago. I HI channel 2h 
PriHlneed bv I red Wall. eciKral 
man.iger oi the Chicago (i>iirKr. 
the program folKnvs liu!lti\'h ^ on 
Saturd.iv s 
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RADIO MEDIA 



The forgotten 51st market 



How to do business — profitably — if your radio outlet 
is in a medium or small community; the knowing advice 
of a bright young man who, at 34, heads his own rep firm 



FOR MANY TIMF.BUYERS,. markets 
not included in the top 50 might 
just as well be in Australia. Alto- 
gether, they comprise what is just 
the 5 1st market. 

So says Sam Brownstein, 34- 
ycar-old general manager of the 
booming three-year-old radio rep 
firm, Prestige Representation Or- 
ganization. "This attitude can be 
understood," Brownstein continues, 
"if one realizes that most buyers 
spend almost all their time and 
budgets buying the top 50. An 
intimate knowledge of anything 
smaller is simply a luxury they 
generally cannot afford." 

There's no dispute that stations 
in the giant 50 markets do domi- 
nate national/regional billing. The 
FCC report on 1962 radio billing 
corroborates that the top 50 got 
68.6% of total national and re- 
gional spot dollars — leaving less 
than 32% of national and regional 
spot dollars to be divided among 
thousands of radio stations in other 
markets. 

"These figures point out an ob- 
vious relationship," Brownstein 
continues. "A station in the 51st 
market has more in common with 
a station in the 246th than it does 
with one in the 49th market!" It 
is to these "have-not" markets that 
he siives attention. In fact, his 
PRO firm sells only for stations 
in such markets and also limits 
the number of stations it will rep- 
resent. 

Brownstein emphasizes with 
conviction that stations in medium 
and smaller markets can increase 
their billings by attracting more 
national/regional advertising dol- 
lars into their markets. "Just two 
or three or five reasonably sub- 



stantial new accounts a year can 
represent a tremendous increase in 
billing to a station in just a few 
years," he says, "especially if most 
of them keep renewing." 

Discussing radio, where the 
problem is magnified because of 
the number of stations, Brownstein 
says that only a modest sales pro- 
motion budget is required to meet 
the challenge. "The major cost 
will be in time — and that at the 
outset. Thereafter, as habits and 
systems are put into operation, 
time demands become minor." 

Also, he restricts his recommen- 
dations to station-level activity, not 
work to be done by the station rep. 

He suggests these ways to attract 
new business: 

BASIC QUALIFICATIONS 

The first of two basic qualifica- 
tions that a station itself must 
meet is that it must have real im- 
portance and strong impact in its 
community and the area it serves. 

Ratings, he feels, arc only one 
way to demonstrnte impact — and 
not always the best way. "Ratings 
alone rarely tell the story that must 
be told to persuade an advertiser 
to add your market to his top 50," 
the representative insists. "Station 
management should operate on the 
premise that sooner or later the 
most experienced buyers and mediti 
executives at the major agencies 
are going to got a picture — ac- 
curate or warped — of the accep- 
tance of the station by local adver- 
tisers and listeners." Many will 
be as influenced by that picture 
as they will be by ratings. 

The second basic, irf course, is 
that the station have a national 
rep interested in the outlet and 



capable of doing its job. 

Brownstein notes, "Even a 
station with no representative la 
manage to get some national 
ing. It happens. But it is the i? 
ception. Competition being 
it is, these exceptions tend t0 b 
short-lived." 

WHAT NOT TO DO 

Before getting to construei\ 
steps for increasing billing, th 
young rep firm head suggcs. 
clearing away some miscoaee,[ 
lions. Unfortunately, he flStfi 
while these steps are of sriialJ i 
no value, they've been used s 
often that some people b'elB 
them important: 

1. Don't depend solely on IS 
ings to tell your story. This 
playing right into the hands i 
the major-market stations. MM, 
it's the technique upon ^Mc 
they often rely. They cite mfi&$. 
because ratings show tliem to P: 
vantage, 

2. Don't try to cut your SC 
to lower your cost-per-thotis«f 
Because most smaller stations qw 
not compete in terms of total C 
dienee, they'd have to lowct M 
so drastically that they'd elimittat 
any possibility of making a pnflfi' 

"The pity is that cstabli|.llil 
"bargain' rates isn't even i)fff» 
snry," Brpvvnstein explains. "Tb 
approach must be first to deiiTQffl 
strate that the market and the * 
tion ha\'e value to the advcrtM- 
Price is secondary, so long M: 
is ftiir.'' 

3. Don't ni a k e overzetfow 
claims. Often, e^xngger^tipn 
comes a Weapon against the vtst 
Being caught in a single mistM 
can cast dx)Ubt on the crediMlll 




(if ;i later important fact tli.it 
vMHikl I'tlicru isc — and sliouki — 
tx" accepted. 

"Ill fact, there are times when 
\caling dtnvn the truth is iieces- 
sfar) to uin creilihilit)." Hrown- 
sfein adsiscs. " I hat ma) scnnul 
odd. but sometimes the truth 
veenis ua\ out of perspecti\e. In 
such c.ises. it ma\ be best to tell 
less than the truth in order not 
CO be suspect." 

4. Don't "spin \our wheels." tr\ - 
ing to get all national advertisers 
hi run a schedule on your station. 
In the main, the obstacles are for- 
midable and the cost of the effort 
too expensive, when considered in 
light of such effort's infrequent 
success. 

Con\erting non-radio national 
advertisiny accounts into solid ra- 
dio users is a kind of pioneering 
more effectively done by trade as- 
V(viations. such as RAB. which 
luH this as a major goal. 

5. Don't tr\ to get e\er\ radio 
account that's running in a nearb> 
plant market to bu\ time on \our 
■station. It's natural to env\ na- 
tional accounts on a nearby, ma- 
jor-market station, but temper \our 
envy, he advises. A smaller sta- 
tion probabl) will never get most 
of such accounts. And e\cn the 
feu it dojs win may prove im- 
practical from a costs-results con- 
sideration. 

6. Don't depend totally on your 
Illation rep. No rep can do an 
Outstanding job without regular in- 
formation and cooperation fro.m 
the station. The less help from the 
'Station, the more likely the rep 
will fail. "Station representatives 
tre mercl\ sales arms that must 
be used properK to be effective," 
Rrownstein explains. 

DISCOV KRINC 
VOLR .MARKKI 

You, \ourself, must discover 
your market before you can e\er 
(expect a national advertiser to do 
s0, he continues, '^'ou may be so 
familiar with >our area, in fact, 
iljnt; vou overlook important facts. 
Therefore, start out b\ taking in- 
ventory . 

Consider \our measured cover- 
age area. .Many stations, especially 
tjlose in high density areas, don't 
hfi\*e real impact everywhere they 
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I CHECK LIST I 

B Since most of the iiuitters ci(ed are already known rather than any- J 

1 thiny .startling new, it's evident that one reason they're not done 1 

I more frequently is mere neglect. The pay off comes, not from know- = 
m '"S l>iit fnmi doing them, so here is a check list of worthwhile opera- = 

I tions to perform: | 

I I'RKI'ARATORY MATKRIALS | 

I I. Determination and proof of market I 

■ a. physical coverage B 
I b. socio-economic composition S 
1 c. mail response by volume, location, sex, age | 
I d. professional survey g 
M 0. local accounts by type, location 1 
I f. successful accounts by location, type of customer g 
M g- comparison of current programming with all the | 
I above B 
H II. Getting leads J 
= a. list of spot radio brands J 
g b. monitor other local stations J 
I c. monitor other nearby stations B 

■ d. monitor stations in nearby giant market | 

■ c. compare accounts in other local media with radio | 
g advertisers in giant market J 
J f. trade journals ■ 
I III. Sales tools B 
j a. promotion or merchandising reports g 
M h. coverage map | 
I c. rate card 1 
S d. Standard Rate & Data listing | 
B e. other promotion B 
I IIKLI'INC TO MAKE NATIONAL SALES | 
I I. Making calls B 
S a. cultivate local man of regular account B 
I b. see local man on potential account | 
B 1 . to learn needs of account g 
I 2. to get station recommendation | 
g II. The presentation B 
B a. basic story B 

■ b. sizzle ■ 

iiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiM 



put their signal. Factors other 
than mere physical coverage that 
help determine impact include pro- 
gramming formats, news coverage, 
network service, competition, and 
the like. And where a unique 
broadcast service is important, lis- 
teners will put up with a weak 
signal in order to get th;it service. 

"'I'hat doesn't mean th;n the let- 
ter your station got from the Un- 
ion of South Africa is now going 
lo assume importance," Brown- 
slcin points out, 

Keguhu" mail can be an im- 
portJint indieatttr of your station's 
impact, however. "A mail count 
and analysis by community or area 



can give you a pretty good idea 
of where your station is strong 
and just how strong." Other meth- 
ods: hiring an independent survey 
by a professional firm or analyzing 
your own local sales — i.e., areas 
in which you have greatest success 
in selling local businesses are cer- 
tain to be areas of strong impact. 
And these areas should coincide 
with survey reports or mail anal- 
ysis. 

Such methods may also reveal 
some big gaps in your impact 
area. If you're not reaching the 
audience you believed you were. 
anal\/e the situation and lake re- 
medial steps. 



Once you've determined yotfr 
impact area, put the facts to work. 
But remember that advertiseri, 
even though they buy by area^,, 
aren't interested in geographical loi- 
cations; they're really interested 
in the people there. 

To start pinpointing your mar- 
ket, you'll want to determine wh© 
the people are that do live in yoftf 
area. Don't just count them. 
able to answer these questions 
about them: What are their major 
types of employment? If indusr 
trial, what are the industries anii 
what unions, if any, are aetive? 
If rural, what kinds of farming Cif 
other activity? What are the OTir 
jor crops, animal and human farttli 
populations? What is the incomi- 
level? Are ethnic, racial or rgi- 
ligious groups prominent in your 
area? 

If your questions are searching; 
enough, Brownstcin holds that 
you'll have broken down the pOpli^ 
lation of your impact area into dif- 
ferent groups. Then find out lhi 
numbers within each group, aglti 
by survey, mail analysis, or whiai- 
ever. "Your station could contact; 
each person who's written in dar- 
ing a specific span of time in Qf- 
der to determine their age, SB3i 
socio-economic level, listening hab- 
its, etc. 

"Chances are good that the fi*> 
suits will hold no great surpite 
for you when viewed in the light 
of your programming," Bro\viir 
stein says. "The difference is that 
now you have evidence to daeur- 
ment for others what you've al- 
ways known." 

Another area Of useful selling ifiH 
formation is a listing of the lOisI 
advertisers that have successfull|: 
used your station. Sometimes tht 
advertiser won't tell you just h©*! 
well you've done for him. Usuall|. 
he doesn't have to. The man w» 
keeps renewing, perhaps even Ifr 
tending his use of your meditinXs 
must be getting results. 

MAKE A COMI'ARISQiV 

Now compare your commcrdifJ 
successes with your program,miu|, 
mail analyses, population grlltip 
and surveys, if any. You'll pr#ty 
well have the measure of jcmt 
unique market, both geographical]| 
and sociolo2;ically. CompaTiiSd® 
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will prc>b;ibl\ indicate, loo. wluit 
times \oiir station is most cfli- 
cicnlly rencliing any particular 
group within your market. 

Now. b\ inward-looking, turn 
this information into commercial 
value. 

No doubt, certain t\pes nf prod- 
tiicts are lieavil) used in \our mar- 
ket; some consumer gooils are 
marketed generall), others for par- 
ticular pur|"Hiscs, Make up a list, 
by brand, of these priKlucts. Broun- 
stein advises. Don't list all possible 
products — • i>nly those that arc 
hcfivy users ol' spot radio, nationally 
or regmnally, like beers, breads, 
gasolines. 

It's not necessar\ to learn which 
brands sell the most, just those 
that sell a lot. II' in doubt, a quick 
check with wholesalers and^or 
leading retail stores will doubtless!) 
give you the answer. This infor- 
mation w ill meld with your mar- 
ket data, and you'll likely see at 
once many similarities between the 
products sold and the people you're 
prepared to pro\e \our station 

I reaches, 
i "IncreasingK. advertisers and 
tfieir agencies are tr\ing to extract 
jiLiSt this kind of information about 
the stations the\ use most — those 
in the giant markets," the PRO 
chief emphasizes, "liut progress is 
slow because these markets are 
complex. In the smaller markets, 
there aren't so many complexities, 
however. Even a simple mail anal- 
ysis will gi\e strong indications 
at ver\ little expense " 

■'Having gathered this informa- 
tion, your station will very likely 
have more specifiv data than the 
larger stations have about their gi- 
ant markets. By delivering such in- 
formation to both atbertiser and 
agency, your station is in a good 
position to take awa\ business 
from the station in a giant market 
that is unable to demonstrate that 
Tt concentrates as much \alue per 
dollar." 

ADDinON.M. I.KAD.S 

Back home. nou'II want to take 
advantage of other opportunities to 
le^irn about accounts that should 
be using your station: 

* Monita)r other sialions %\ilh- 
i:p ymir o>mj market (as \ou prob- 
ably alrcadv do in seeking local 



accounts) to learn the n.ition.il 
regional advertisers active there 

* Listen lo slaliuns in nearhv 
coininiinilics of about the same 
si/e and market cmnposition as 
Nours. I lie\ in.i\ h.i\ e an adver- 
tiser w ho couki also be riiiimng 
in \our cit\ . 

* Monitor slalioiis hi (lu' iieari'st 
y'uinl niarki'l in search for nation. il 
regional advertisers, but onl\ il \ou 
ha\e a particular ad\ aiitage that 
could rcalisticalh lead ti> a sale 
\-or example. \ou may be able to 
prove that your station hits a ma- 
jor ad\ ertiser's farm target \ la a 
popular earls -morning show . at 
low cost and without "waste" au- 
dience that could be important if 
an advertiser is currentK tr\ ing to 
reach such a group \ ia high-cost 
effort in a nearb\ giant market. 

Or sou mas base an "in" that 
could help, whether it is a personal 
friend in a kes post or the local 
location of a specific plant. If — 
because of these unusual circum- 
stances — you feel that, contrars 
to the earlier advice, sou can con- 
vert a major league non-radio ad- 
sertiser into a "believer," then en- 
list the help of sour station rep 
and go after the business with a 
sengeance. "The entire industrs 
ss ill applaud \ou if sou're success- 
ful." this experienced executise 
notes. 

* Also cheek sour local news- 
paper for insights into some na- 
tional adsertisers that use radio 
in the top 50 markets, but on Is 
new spapers at sour lesel. Since 
sou'll undoubtedls know the local 
paper's limitations, sour pitch be- 
comes a straight radio-s s-nesssp;i- 
pcr sales approach. 

* Keep nlireas! (if trade journals 
III broadcasting and advertising, for 
thes'll often disulge an advertiser 
who's planning a radio campaign 
in or near sour area The informa- 
tion mas spark an idea that will 
help \our station. From the same 
sources, you can also learn w hat 
other stations are doing to build 
sales. I.uinch promotion^ 

.M \Ki: SOMI (' M KS 

In at least 50'^'/ of the new mar- 
kets added to a sponsor's list, me- 
dia people "won't esen consuler 
adding it without proof of spv.-- 
eific interest on the part of local 



[X'ople ss ho sell iIk p.rocluLt. ' this 
southful bro.idcasiini; \i.teran ex- 
plains I bus. regular jnd <•//<•( /iir 
s.iles c.ills on local distributors, 
brokers, wholesalers, sales nianau- 
cis e\ en s.dcMneii who s isit the 
cits oetasionalls L.m W- impor 
t.int in L'ctliiig new .amounts 

Coordinate such ell oris uiih 
sour national rep I \er\ lime Ik 
lells sou there's advertiser interest 
in sour ni.irket. that advertiser In- 
comes important enough to merit 
a call on his local represeiUatise 

Getting the local man to write 
a letter of recommendation (of 
bi>th his market and sour station) 
can be as difficult and just as 
rewarding — as m.iking an out- 
right sale. It'll be "a big leap for- 
ward" towards getting the account 
But make sure he sends it through 
his ow n compans channels, not 
directis to some one sou mas hap- 
pen to knosv at the agencs Most 
companies prefer not to be side- 
stepped 

Besides nursmg potential ac- 
counts, be sure to take good care 
of the clients sou a I reads have. 
This is the proverbial stitch in 
lime. When problems arise or bud- 
gels are sudilenis cut back, having 
I he local influentials of sour cur- 
rent accounts on soar side can 
help prevent abrupt cancellations, 

im.vcin.mim: 

PKI SI.N r.M lON.S 

"A spark of im.igination can of- 
ten turn a routine present. ituni into 
an extraordniarv sale." s a s s 
Brow nstein. a graduate of the Mis- 
souri I'niversitv "s school ol jour- 
nalism and holder of a Master's 
degree in radio-tv journalism. 

Iirst. he advises, anals/e the 
coals (if the advertiser. (Oil compan- 
ies want credit-card applicants, soft • 
drink bottlers want to re.ich teens, 
etc ) I h e II devise meth<xls lor 
achieving his goals 

"Ideas sell time." Brownstein 
s.iv s firmis "Regardless of thv feel- 
ing about merch.indisiiii:. it neeil 
not prevent a station troiu oiler 
ing something vvith specific ,ipp<.\i 
to a particular advertiser I Ik uk.i 
can Sv as simp c as oHer nc h m 
an adjaeencv to a procr^ m ih it's 
alreadv on the si.ition 

Right now. he wxpiiiis, one o 
the telephone companies m the B. I 
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System is experimenting with radio 
ski reports. "The station installs 
spceial phone equipment to reeord 
the latest report and then makes 
it available on a 24-hour telephone 
basis. Sinee the area requires extra 
ehargcs to rcaeh it by telephone, 
the eompany has already dedueed 
from test situations that the addi- 
tional telephone trnffie to the spe- 
eial number is suffieient to pay for 
sponsorship of the entire radio ef- 
fort! 

SALES TOOLS 

Even marvelously ereative ideas 
that work are not quite enough, 
Brownstein warns. You also have to 
let key people know what has been 
done. 

Reports of ideas and merehan- 
dising aetivity must be reported to 
the advertiser. The form is less im- 
portant than the faet; a neat type- 
written page will turn the triek. 
The idea is to state what was done, 
how and when, with as mueh proof 
as possible ' that it aetually was ae- 
complished. Rating points, total- 
homes delivered, eolor photogra- 
phy, letters of eonimendation are 
all optional inelosures. The final 
part of the report, never optional, 
is a summary of your station's ba- 
sie story. 

Send eopies of this promotion 
report to the loeal wholesaler or 
distributor, the ageney buyer, the 
aeeount exeeutive, and the adver- 
tising or sales manager of the eli- 
cnt eompany. Send your rep copies, 
too, so he ean distribute — and file 
— some. While it may seem ex- 
cessive to produce so many copies, 
wide distribution is assuranee that 
no breakdown in the chain will 
prevent your story's getting through 
to all those who can influenee buy- 
ing. 

Other, equally useful, sales tools 
include: 

Coverage maps: it should get 
across the basic facts of the station 
and its market without crowding, 
cluttering or distracting. The prob- 
lem isn't so often that there's too 
little — or too much — informa- 
tion; rather, too fretiuently, it's not 
the right information. It should 
show clearly the accurate ph\sical 
coverage, the most important facts 
relating to the value of the station, 
and the character of the station. 



Rate cards: Beeause the tradi- 
tional rate format is, in faet, out- 
dated, rate cards frequently lose 
out as sales tools. "Certainly, no 
U S. radio station can now defend 
listing different minute rates for 
one, thirteen and twenty-six time 
use within a year," Brownstein 
holds. "Radio is simply not bought 
that way anymore!" 

Standard Rate & Data Service: 
While few stations subscribe, it 
would be virtually impossible for a 
rep or ageney media department 
to function without it. Diseover the 
opportunities for additional free 
listings: participating programs, 
speeial'zed programming (some of 
it under individual headings) and 
other information is printed free 
of charge. 

Brochures or sales presentation 
covers: Even the strictest budget 
ean allow the ingenuity and mimeo- 
graph format that, used with im- 
agination, provide inspired data 
sheets that mean a sales plus. 

Paid advertisint»: If you ean af- 
ford it. be absolutely certain you 
use it properlv. "AH too often, paid 
advertising of radio stations is 
downright poor." Brownstein 
states. Analyze your own problems 
and roals, then use the advertising 
to help achieve them. 

If you can't afford solo adver- 
tising, one of the most promising 
new promotional methods is the 
combination ad or presentation by 
all stations in a single area in order 
to sell their market. 

As with any advertising, these 
concepts can be worked into smart 
sales ideas, low cost enough to fit 
virtuallv any budget. However, a 
one-time effort is rarely sufficient, 
so a full campaign should be plan- 
ned before anything is undertaken. 

Putting all these suggestions to- 
gether will not. eertainlv. change 
the size of your market. Sam 
Brownstein admits. But it will, he 
insists, change the way it stands in 
the eyes of buyers rnd media 
heads, the customers that you, as 
an advertiser, wants to reach. H 



54 Michiean stations 
on-air editorializing 

Three more stations in Michigan 
have begun editorializing since the 
fi'"st of the year, bringing to 54 the 
number of the state's radio and TV 



stations engaging in the cxprcssiqf 
of views. 

This is the finding of Prof. Bel 
Yablonky of the Michigan U. jou^H 
nalism department who, assisted by 
graduate student Jack Mitchell, is 
doing a study on the state of editor- 
ializing among the state's 132 coffl' 
mcreial stations. Twenty-seven Sta- 
tions did not respond to the survey, 

The total revealed by the re- 
search shows a dramatic jump frflift 
1949, when one Miehigan statiatt 
editorialized. It appears that 1961 
was a turning point. In that year 
alone, ten stations presented their 
first editorial; six mOre began ifl 
1962: 20 in 1963. 

All but two of the stations that 
editorialized comment on loeal af- 
fairs; 32 also discuss state jssuaf", 
and 21 deal with national and inte> 
national problems. One confines tt- 
self to sports. Independently owrifid 
and operated stations seem rnori 
likely to editorialize. Thirty-one 0f 
them said they do, 25 do not, anii 
19 didn't reply. The correspontf' 
ing figures for chain-operated Sti^ 
tions are 23 yes. 26 no, and nitic 
no answer. Not surprisingly, of the 
14 Miehigan cities where a sin^fe 
firm owns both a nesvspaper ao^ 
broadcast station, only four of thf 
stations editorialize. 

The survey was made to suppl;!' 
basic data for a continuing study 
of broadcast editorials which will ul- 
timately cover the content of edl^- 
torials and station polieies rcgar^i- 
ing them. 

Ohleyer to manage 
WIBC Indianapolis 

Robert F. Ohleyer has been af' 
pointed station manager for WIBC 
Indianapolis. 

Having joinmd 
WISH in 1944. 
Ohleyer was an 
integral member 
of that statioCs 
^taff until the hVt 
of 1963, serX'i^i 
in the niid-5(fi 
as sales manager 
for both raflin? 
and TV, and fir 
the past few years as station nign- 
ager for the radio statipn. He 
tained this position when the statSj^-* 
was sold in 1963 and bcjcame 
WIFE. 
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Launches awards program 
I lie I R I S Ikis 1. 1 ken its Unii!- 
lisciisscil plunge into the ;irc.i c»l 
iftniial ;i\v;irds to hro.i(.ic;Kltrs, 
\mHvn collectively ;is the Legion 
)!f Hi>nor. the ;i\v;irils will diller 
roiti many others in field b\ reeog- 
iii^ing. rather than prouran^s, the 
„»C()ple whose "concepts, foresiglu. 
oiirage. and capahilities in the nse 
>f the electronic media .luke this 
iidustry great." 

First presentation will he Jcnie 
I at a Waldorf-Astoria banquet. 
Jbe acti\ its for which an individ- 
lal or organization is to be honored 
iiOst have occurred in the year be- 
ween April 15, h)63. and April 
% 1964; nominations may be 
|ti;tde by any member of IR'I'S and 
jiUHt be submitted before April 29. 
I The categories are : 

Showmanship: To an individual. 
)r organization, that has con-ipicu- 
)ii,sly displayed a special flair in 
he use of radio or tv. 

Outstanding radio and t\ per- 
onality: To the personality in each 
ncdium who has demonstrated on a 
ncihi-station scale, a dedication to 
hit medium with resultant benefits 
o his audience, sponsors, and ihe 
ownership. 

Overall treatment of the news: 
o an individual, or organization, 
jngaged in broadcasting who has 
jone the most consistent job struc- 
uring or presentation of a news 
cries or e\ent. 

CrcativitN in the use of the hroad- 
asting medium: To an individual. 
»r organization, who has demon- 
trated the most creative use of 
adio or tv. 

Special recognition: Acknow I- 
d|ement to an individual, or or- 
anization. for noteworthy use of 
he broadcast medium, artistically . 
ommerciallv . or in the finest sense 
f the public service, convenience, 
nd necessity , 

On another awards front, a spe- 
lal committee formed under the 
t'gis of the The National Academy 
>f TV Arts and Sciences and helmed 
'v Ted Cott. head of his own pro- 
iiction firm, chose si\ tv pro- 
ranis from more than 35 entries 
fom the three commercial networks 
nd NET constitute the official I S. 
tltrics at the Cannes TV Film 
-estival. Selected under the doeu- 
lejitary category are; 77i<' A/dAi/n,' 
/ tlic Presulcnt: I960, W'olper 
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Pioduetioiis. Ihe W itrltl nf \Uiiit 
K r ( In'vtihfr, NBC S|>eci.d Projects. 
IcnSft onds I luii Slwnk tlw World 
W olper Productions. 1 iction. HniiK'- 
inn I (ir I'ltUfs I i>i;filu'r, an episcnle 
from Wiked Ciiy, Bert Leonard, ex- 
ecutive producer; HUuklisi, episode 
from l Iw Dflcndfrs, Herbert B rod- 
kin, executive pnKlucer: I he I 'ohin- 
tt'tr, an episode from i'mnlmt, Sel- 
mar I'roduetions. 

Tarlow Assoc. 's WWOK 
purchased for $400,000 

WWOK Charlotte. N. C. has been 
sold by i'arlovv Associates for $400. 
000. 

New owner is WWOK. Inc.. of 
which Miss \l. B. Riley is presi- 
dent and Morris Hergreen is vice 
president. Bergreen. with his brother 
Bernard. owns K C \l J I'alm 
Springs. Calif., and has interests 
in W 1 BO Cumberland. \ld.. and 
W RAN Dover. N.J. 

1 arlovv Associates consists of 
Sherwood 'I'arlovv. Joseph Kruger. 
and A I Roberts, and retains owner- 
ship of WHIL (AM & FM ) Boston- 
Medford; WARE Ware. Mass.; and 
KL I Y I'almdale. Calif. 

Blackburn brokered sale of the 
station, a fulltime operation at 
I4S() kc on 5 kw 

CBS Radio adds three 

I wo independents and one ABC 
affiliate, all in New England, have 
affiliated with CBS Radio, 

riiey are WFAU Augusta: 
WCOU Lewiston. .Me.; and WLNH 
Laconia. N.H. The first operates on 
1340 kc vv ith a power of 1 kw day. 
250 watts night. It's owned and 
operated by I win City Broadcast- 
inc and is n.>t currently affiliated. 
WCOU is also owned by Twin City, 
operates on 1 240 kc with a power of 
I kw day . 250 watts night. It's also 
independent. W LNH. the ABC sta- 
tion, operates on 1 350 kc with a 
power of 5 kw limited It is owned 
and operated by Wl NH. Inc. 

Peter Hand WBBM buy 

Peter Hand Brewery, through 
HBDO. Chicago, has added - iVs 
One of Those .Moments." aired on 
the Windy City's WBBM. to its 
weekly program sponsi^rship lineup 
for the firm's Meister Brau :.nd R.'- 



serve I vers I his scrips is . ir^il ^O 
times e.icli week 



Four stations sold 

Blackburn rep >rts .i recent r.isb 
of st.ition sales, ineliidinp 

Wini- Roanoke, a d.iyiinie fa- 
cility operating on I kw , was sold 
to Doy le-!)ove-Ouaim Bro.idcdsi 
ing Co. of which I tlw in l)o\l.-. 
Justin Dove, and I lomer Ou.mn .irc 
principals. Sold by Ro.inoke Bro.ul 
casters Inc.; Joseph Mullen and I 
Mack Aileron, principals. Price was 
$147,000. Mullen owns controlliim 
interest in WAIR (AM A: IMk 
Winston-Salem. Doyle and On mn 
are employees of WS\ A (AM & 
r\') I larrisoiiburg. \'a. 

W.MOr (AM .V: FM ) Berl.ii. 
N.H.. a fulltime facility oper.ifuig 
with I kw daytime and 250 writs 
nights. John Bowman, who also 
owns W LI N Littleton. NIL. sold 
the station to 'Iliomas Christenscn. 
former advertising manager of Phil- 
ip Morris, for $S9.569.5S. 

KIXZ Aiiiarillo is a fu'ltmie 
station operating at 5 kw daytime 
and I kw nights. It was sold to 
liroadcast Associates. Inc., Ray- 
mond Ruff president, for $237,500 
by Jay J G. Scliat/. sales executive 
for The McLcndon Corp.. Chicago 
The buy ing companv also owns 
K I RN Wichita Falls. KFLI Tulsa, 
and KiiOCi Fayettev ille. Ark. 

KCAR Clarksv ille. Tex., w a s 
si>kl to J a mes N .Mitchel. .Mar- 
r'etta, Ga.. by KC.AR Inc.. .Maurice 
Wooley president, for .$40,000. it 
is a day timer, operating w itii 500 
watts. 



N. J. stereo station 
extends schedule 

\\DI1\ (INI) Dover, is now 
broadcasting until 4 am. li.iv nm 
•l.irteil a night program c.illed Mu^u 
Mininititn (</r</ii///. S|^>ii«,ore(.l h\ 
Caravan Records ol I ake Hop.it- 
eoiig. \ J., the progr.iiii vv dl feat- 
ure ( "aravaii reie.iscs .iiul iiiterv lew ^ 
with stalf artists, widi m.iny o! ih*. 
broadcasts originating from I Ik 
l liiitlivk. .1 resort resi.uir.iiu lo 
CJted on the west shore of New Jer- 
sey's l.irgesi 1.1 ke Hosi-timuiiem.it v 
tor the scries is Gordon lkln^ O 
i Ills move extends iIk st. t ■> s 
schedule to 2 I hours p<. r d, v . 
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Ultra-identification not good. 



Veteran air personality Bob Emerick 
takes a look at fall trends in com- 
mercials, sees more 'Direct Sell' 



To Tur. OUTSIDER, the pinnacle 
of success in the field of free- 
lance tv commercial "spokesman" 
would seem to be on of those deals, 
such as those enjoyed by Betty 
Fiirness (Westinghousc) or George 
Hicks (U.S. Steel), in which the 
air sales personality is so closely 
allied to the sponsor that he's 
practically one of the family. 

Not so,' in the opinion of Bob 
Emerick, one of the small coterie 
of New York commercial announc- 
er-spokesmen whose annual earn- 
ings from tv commercials are well 
into the five-figure bracket. 

"So many new products arc com- 
ing out of laboratories to compete 
with, or replace, older products that 
it's dangerous for a sales personality 
to be associated closely with a single 
product," he told Sponsor re- 
cently, during a break between rc- 




Bob Enierhk 



cording sessions for a voice-over 
track on a household product still 
under wraps. 

"Even the broadly institutional 
campaign is tricky for the freelancer, 
since I've noticed a trend in my field 
away from 'corporate image' com- 
mercials in favor of direct product 
sell," he added. 

Emerick, who has the sort of 
"average American male" appear- 
ance (reasonably good-looking and 
personable, without distracting 
women viewers from the main com- 
mercial sales points being made) 
which is required of on-camera 
spokesmen, actually does most of 
his work out of sight of the audience. 

"About 90% of what 1 do these 
days is voice-over work," he said. 
"I prefer it that way. It allows me 
to do more and different commer- 
cials, in a variety of selling styles, 
without the bugaboo of over-expos- 
ure that may result from a com- 
mercial scries that's being used in 
a saturation campaign." 

Emerick, as a sort of one-man 
commercial service organization, 
keeps busy. He's been heard or seen 
recently in commercials for Rem 
(cough syrup). Carter's Pills, West- 
inghousc (washers and laundro- 
mats), Armstrong flooring, Tootsic 
Roll, Glade and S.C. Johnson (air 
freshner), Frigidairc, Ivory Snow 
and Proani. He was the "M&M 
Candy Man" and also on cam- 
era for General Electric, and has 
varied his "sell" to include such 
products as Post Cereals and Bu- 
ick autos. Like most TV person- 
alities, Emerick works through an 
agent — in this case, the Schwartz, 
Luskin firm — but admits he turns 
up many assignments on his own. 




On-screen shot shows how radfo-Wl 
salesman Bob Emerick sells Rem 
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Camera 
Emerick 


closes in on Vicks' Tri-S.pan as 
does voice over 
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Oilier national products — WestinghovM 
laundromats, drxcrs . . . 




. . . Armstrong vinyl floor covC'lisn^H j 
get the Emerick treatment. f. 
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THE WEEK IN WASHINGTON - 



WASHINGTON BUREAU, Washington D.C.. April 1 . I9tu, 

Soft Drink More Commerce forecasts of softring sales in l^tU for 
Sales Bubble products nationally advertised on television: A ericar 

soft-drink thirst is expected to set a new record o 22/ 
eight-ounce containers per person Commerce predicts 21 
bottles, 12 cans) compared with a total o 214 in l9<-2. 
Total shipments will top $2 billion, tor the third ear 
in a row. 



Dietetic soft drinks have captured more than 5 of tte 
market, Commerce says. New trends being watched \ 
coffee-cocoa interests: new t\pes of chocolate and 
coffee-flavored soft drink«;. 



Contributing factors, in addition to feutomation and t 
ever-present rising rate of income and population: "I 
introduccion of new sizes, package designs and market 
outlets, as well as new products has contributed t t 
growth , " says Commerce. Advertisers mav ask Congress to 
"Please notel" when vote comes up on new packa ing re- 
strictions proposed in Hart D-Mich. ) , bill. 



"Cleanliness" 
Helps Sell Soap 



Soap and detergent manutacture will proba 1 it $1 . y2 
billion, 3% over estimated value of $1.77 billion for 
1963. Commerce ascribes increasing bu%s of these pro- 
ducts to the "high regard" for cleanliness in the .S. , 
both personal and household, more home appliances, 
higher income and population. Federal Trade Co icsion 
headed for court on its P. G, divestiture ord-^r or 
Clorox, wou'id undoubtedly toss in massive T\ ad\ertis- 
ing, if consulted. 



Appl iances 
Boost Market 



If Madison Ave. wants a new word in detergents, Comm re 
says research is making them more "biodegrada le"--w ic 
means less clogging and foaming where it's not wante . 

New records in hOEe appliance shipments > manulact' r 
in 1964 will push aboijt $3.5 billion worth of was in 
machines, refrigerators, cooking equipment, electrical 
gadgetry of all kinds. 



Gain is expected to be 5^' over the estimated 19 3 otal 
of $3.3 billion in shipment s--and 19o3 was t e i st 
year for appliances since the phenomenal 195*^. Si n i 
icant gain items in the appliance industr\'s second 
year in a row, were refrigerators, freezers, dis' washer 
and waste disposers , all up from 12 to 25' in 1963. ov r 



1962. This category does not include radio and TV sets 
and air-conditioners. 



Commerce Department is still old-fashioned eno o 
praise new "processes and packages" for increasln "c 
sumer appeal, thereby opening new market outlets and in- 
creasing sales," 
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U.S. Sweet-tooth 
Unsated 



Marketing ingenuity is a factor in promoting American 
chomping of candy, cakes and crackers. Candy and con- 
fectionary chewables ( a category including chewing gum 
and salted nuts , but not solid chocolate bars) are ex- 
pected to top 18 pounds per person in 1964. 



Cosmetics Have 
Ample Market 



Overall , manufacturing shipments in this category may 
hit a new high of $1 . 5 billion in 1964 ,, up $50 million 
from estimated 1963 total . 

When the sol id chocolate category is added in , total 
would probably near $1.7 mill ion , Commerce sources in- 
dicate. Salted nuts are a fast-growth item here. 

Cosmetics retail sales in 1964 should hit around $2.5 
billion. Business and Defense Services Administration 
forecast says cosmetics sales are still "far from the 
saturation point" — an eye-opener of a statement , con- 
sidering the general furor frequently raised about money 
spent on beaut if iers . Look for more house-to-house 
sales : they accounted for about 21% of all cosmetics 
sales in 1962 , chiefly by You-Know-Who Calling. There 
will be more private brands , and more teen-age buying 

Industry growth is partly because "the products are con^ 
sidered necessities. " The fact will be sharply pre- 
sented to the House Ways and Means Committee when it 
begins hearings on excise taxes in June. BSDA cosmetics 
category covers hair preparat ions (including shatapoos) , 
toothpaste , gargles et al ; perfumes and colognes ; shav- 
ing preparations and milady ' s cosmetics , creams — -and, 
yes , beautif iers for the family pet . 



Toy Buying 
Year-Round 



Toy buying is becoming all-year-round time, and adver - 
tisers are acutely aware of it, BSDA says. 

Toy manufacturing may reach the $2 billion a year level 
by 1970 , when the 5-14 age group is expected to hit 68 
million. Commerce attributes 32% increa se in shiprttents 
over past 6 years to research "dovetailed with progres - 
sive advertising . " TV advertising campaigns by toy man- 
ufacturers ( reportedly budgeting $65 mill ion for 1964) 
are being planned for year-round coverage . 

Commerce found kids ' interest holding — and deepening — -in 
electronically operated guerrilla war games , jungle 
hunt s , scale model s of guns , trucks , et al . Broadcast-^ 
ers are also aware of the trend , and NAB' s recent tight- 
ening of toy advertising code bears witness . Commerce 
says celebrity dolls will continue strong , but prices 
wil 1 come down on the electronic gadgetry . 



The clincher : National Housing Center' s forum on home 
modernizing here predicts housewives will do all sgpiep -' 
market shopping by TV by 1982 — maybe sooner ! 



54 



I Hf fee live IV selling, as Hmeriek 
sc-e*; h. is iiDi jusi a inatlcr 4)f smil- 
nu iiilo a camera ami extolling 
>roduel points in pear-shaped tones. 
SaJesniansliip in tv," he says, "is 
really the ability to take apart the 
>aiiciU [)rineiples of copy — some of 
A hich the client may not have sus- 
x'Cted himself — and then to pri>- 
|ect it. not for your own agrandi/e- 
ireni, but for the average man in 
'ilississipi or Montana or New 
Icrsey who's in front of his TV 
,ct. 

As a former network radio [vr- 
.onality, with performer and an- 
nounecr-host chores on such shows 
IS the Sluiilou- and Scattcri^ood 
Haines. Emerick is a firm believer 
n the current trend to use onetime 
actio actors (Mason Adams. Al- 
exander .Scourby. Jackson Beck, 
Leon Janney. et al.) as spokesman 
voices in tv commercials. "They 
\now how to project controlled 
.-motion with their voices." he 
.ays. "Radio was wonderful train- 
11 g. and often better than the 
itage or straight radio announcing 
ind newscasting." 

Trends for fall in commercials? 
'Stand-up spt>kesmen are definitely 
xvck in." says Emerick. ■ 

Reade/Sterling film 
oackage sold to KHJ 

RKO Generafs Los Angeles out- 
ct. KHJ- TV. has acquired Cinciiut 
M). the Walter Reade/Sterling 
xickage of 21 feature motion pic- 
UTiis, including such hits as David 
S Liza and A Taste of Honey. 

The channel nine station will tele- 
:asl the films on its Theatre Sine 
ind Million Dollar Movie shows, in 
addition to one-time specials. Sev- 
Tal of the films will be colorcast 
ly the station, which recently added 
mother Reade/Sterling film pack- 
ige. Cinema 70, to its extensi\e film 
ibrars'. 

If 

GBS election handbook 

CBS News" election unit has pre- 
■>af6d n handbook of background 
nfdrmation for the u[x:oming I'res- 
dcntial campaign titled 1964 Guide 
» Conventions and Elections, pub- 
ished by Dell, The paperback also 
:0niains articles by CBS" Bill Leon- 
ird, Walter Cronkite. Eric Seva re id. 
md Bob Trout. It retails for 5{V. 




CENTURY 1-30 features from 20th Century-Fo* Telewisioo, Inc. 
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NEW HUMOR kinda gets you! 
What's huge, green and lives 

7 in the ocean? Moby Pickle! 
wtrf-tv Wheeling 
FOREIGNER CO/WMENT, "You 
Americans are strange people. 
You devote one day a year 
to your mothers and an entire 
w^eek to pickles." 

Wheeling wfrf-fv 

THE BLEACHERS ARE WILD! Remember w^hen 
a man could switch from a blonde to a 
brunette to a redhead but w/asn't going 
with the same girl? 

wfrf-fv Wheeling 

SIGN AT Three Gaynors Cocktail Bar, "Help 
us stamp out home drinking". 

Wheeling wfrf-tv 
MUSICAL SHARE! What has ten legs, fifty 
feathers and goes Bah-Bah-Bah? Five In- 
dians singing the "Whiffenpoof Song", 
wfrf-fv Wheeling 

STERN REALITY! What happens to ducks 
that float upside down? They 'quack' up! 
Wheeling wtrf-fv 

YOU DON'T have to be a cannibal to get 
fed up with people. 

wfrf-fv Wheeling 
*WRITE FOR your set of WTReffigies, our 
frameable Series of Adworld closeups. If 
you're in the advertising business, this red- 
eyed set will do great things for your walls. 

Wheeling wtrf-tv 
WE'RE IN THE ADVERTISING BUSINESS! We 
offer you 529,300 TV homes in the big 
Wheeling/Steubenville Market. If you're 
scheduling spots, be sure to look into the 
WTRF-TV Wheeling specifics. Edward Retry 
& Company is our national rep . . . and 
your Retry man has all the answers! 





YOU SHOULD HEAR 

Cordon 1„ Cnpps, I'rcsidcnt of Inland 
Radio, Inc., Ontario, Oregon, sa\s: "IVc 
believe thai CRC is ihe most usable and 
useful Radio Stalion library we have 
found. The Commercial Jingles and 
Sponsor ID's as well as the rest of the 
library makes sellini; adverlisers, partic- 
ularly the new advertisers, much easier. 
CRC is nuikint; us money every day. 
After all, what more could you ask 
from a library service'.'" ^ 

Hear "MONEY MAKER" 

Call Dallas Collect 214 748-8004 

COMMERCIAL RECORDING CORP. 



Commercial testing 
service is launched 

Advertisers and agencies have 
yet another research tool at 
their disposal for testing and 
evaluating tv commercials: a 
technique called Video-Scope, 
available from Marketscopc Re- 
search Company, New York. De- 
vised after two seasons of study 
and experimentation. Video- 
Scope employs a system designed 
to "measure recall, attitude, and be- 
havior patterns effectively" with on- 
the-air tests, according to Market- 
scopc president Robert E. Spinner. 

How Video-Scope works: 
i The technique centers on "before 
. and after" viewing attitude meas- 
I ures. Essentially, this is a matter 
of conducting two independent tele- 
phone interviews, before and after 
viewing, among random samples of 
200-300 viewers, developed from 
1,500 calls to determine households 
in which a family member has 
watched the target program at least 
once in the last four weeks. 

By comparing data derived from 
the "before" and "after" interviews, 
attitude change and the degree of 
commercial recall can be deter- 
mined. The total sample is com- 
prised of equal-sized sub-samples in 
three different cities. (The attitude 
and behavior measurement areas 
are still the subject of close attention 
at Video-Scope with an eye toward 
further refinement.) 

The system, says Marketscopc's 
Spinner, will "in the long run pro- 
vide more specific answers to adver- 
tisers on how to insure continued 
brand loyalty and convert new 
users." 



Tv residuals sought 
by Screen Extras Guild 

The Assn. of Motion Picture and 
TV Producers has less than three 
months to grapple with a long list 
of demands presented by the Screen 
Extras Guild April 5. The present 
SEG collective bargaining agree- 
ment, in effect since July I, I960, 
will expire midnight June 30. 

Salient changes sought by the 
Guild arc: 

1 . National recognition of SEG 
as the exclusive bargaining agent 



for all work within its jurisdigtrj 
(exclusive of New York wheri i, 
tras are represented by ScreeH 
tors Guild), 

2. Television residual payiW 
for extra players. ^ 

3. Extension of the HollfVial 
extra zone from 300 miles in rad 
to 900 miles. 

4. Wage rate increases. Fot 
stance, from $25.47 per daj? r 
general extra to $30; from $2:3. 
per day for stand-ins to $11. 

5. Improved health and well) 
to include dependents. i 

6. Improved vacation and liyi 
day pay. The Guild proposes li 
"all registered extra players 
ployed on a daily basis shall reecf 
the same allowances for 
pay and vacation pay as 
other daily employees in the nrgfii 
picture industry." ^ 



Revue names Rosenlisri 

Revue Productions lias rramt 
Frank P. Rossenberg executive pr 
ducer of Kraft Suspense Themm ta 
the mystery show's upcoming; si 
son on NBC-TV, Thursday mgM 

Rosenberg's pre\'ious assorisill 
with tv was as executive prodl 
with Revue's Arrest and Trittl, fit 
during the 1963-64 season oa Af f 
TV. He also had been produeir 
Srhlitz Playhouse. 



Wolper, UA-TV pact 
new specials series 

A second Specials of the Tbm 
scries of six one-hour tctevirig 
documeutarics for the 19.64-65 iff 
son, will be produced by Walp 
Productions in assoeiatioa wA 
United Artists TV. 

The new specials follow oi A 
heels of an iriilial six prognirus 
have been sold in 120 niamkst* I 
date. 

Four of the forthcoming ihM 
deal with World War 11. efllMiftfPS 
ing with Prelude to War (Vff«iife 
Treaty, Austria, and the iimfigti o 
Poland), through The Battle of Aril 
oiii and Japan: A New Bawn O^'t' 
Asia (cN'cnts leading to the 
ing of Hiroshima) to the CDuelj 
oi" the war witli 77if Trhil tit Nwtn 
her}^. 



^ lie iwo rcniaimng sjvci;iis arc 
k t'd (I N police action) and 
^^\la: I he Ihwtisy irine (the rc- 
l!^ a;gainst the C'/ar to the ("old 

Uiotlicr W'olper I'rodiiction, I Iw 
f rmi fif MarHvii Xfoiiror, lias 
sued film director John Huston to 
n, ale tiic hour tv special. 



/SJG Films set in 15 
Barilian tv markets 

\lfr Fdiiis has pactcd a total ol' 
I V'lle^ involving seven program 
p parties in 15 Brazilian tclcMsion 

ncludcd among the propoities 

U five network shows. They are: 
Ihikiii^ l\niu. Combat!, lien 
t ey, I he Fii\;iiive, and The Sew 
Bed (all currently on AliC-T\') 
a two off-network syndic.ited 
p*sratiis. The Rebel anti Cn.sper 
i\ Frieiully Ghost anil Coininiiiy. 

vBCs syndic arm claims t!ie 
s> cm deal has added to one of 
fh firm's most successful sales 
iejom for its Latin American di- 
\i < in. 



Py-tV cities now 53 
ff- Indianapolis race 

Itv^ed circuit teles ision coverage 
0|he Indianapolis speedway 500- 
p" nice has now been set in 53 

s by MCA '\ V. The tv film 
vSjJication firm expects to add 
mc theatres, sports arenas, and 
aiitoriums in other cities to those 
>ii. already finalized. 



Esau forms Schedumatic 
.Scheduinatic Corp has been 
formeil b\ John I sau to I unction 
111 several areas of broadcast ing. in- 
cluding acquisition ol I S r/t% 
facilities and providing program 
services to stations in U. S. and 
abroad Headquarters is at 22'> 
Park Ave. So., with branch offices 
lo be opened in St. Louis and Dal- 
las, l-.sau is president. 

Associated with Lsau. most re- 
centh broadcast operations director 
for Mu/ak. are Wendell IL Barnes, 
an investment banker, w ho serves 
as treasurer, and Robert I-,, l-eiider. 
serv ing as snies \ .p. Barnes was ad- 
ministrator of the Small Business 
Administration in Washington from 
l')53-'5^>; Fender has been work- 
ing with 1-sau for past five \ears. 

Initial sales puts UA 
series in 7 markets 

fuisi Side/ West Side, set to com- 
plete its CBS-T\' run with the end 
of the current season, has been sold 
in seven markets, marking the 
show's initial s\ lulication sales via 
United Artists T\'. 

Starring George C. Scott, the 26- 
segment series w ill be viewed on 
three Metromedia stations. \\ [ I G- 
r\' Washington. KTIA' Los An- 
geles, and \VNFW-T\' New York. 
In addition. Wometco's K\ OS- TX' 
Bellindiam. Wash., and three other 
indies^ KI'HO-TV Phoenix, WTFX' 
Bloom ington. Ind.. and the Chietii^o 
Tribune's WGN- 1 \' have signed for 
the series. 



MGM names new foreign sales chief 



John IV. (Ilsisil) .Spires, left, sinie 
1 96 1 dircclor of s-a\vs for Ihc 
I'nilcd Kiiiudoiii :nid i-onliiu-nl:il 
Kuntpo for MCJM-I'N. h;t\ lucii 
ii:inicd lo Itie iic»l> c°ri':ik-d post of 
iliriH'lor of iiilcnuilional <<;iIi-n. \n- 
noinu'ciiUMil of .Spires nc« ulohnl 
povl »:is made li\ .loliii U. Kiiriis, 
sates v.p. (if MCM-I X . S_\ndrc:Ui'd 
f:ire, programs :ind fc:i1iiri's, frmn 
XICJXI is HOW heinu leleviscd in 
more lhaii 50 foreiicn loinUries, ai'- 
eordini: lo llnrns. S|)irc^ has heeii 
active for more lhan IS >ears in 
foreltin siilcs posis for llie inolion 
pielnrv and |v fihii indiislr>. He 
v%ill head'iinarler in Ne« ^ ork. 





salutes 
\Va8liin<>1()n'"s 

finest 



W'-t V cars aijro. tin' ( Ih'i iicr Motor 
( 'oiupaiiN started :i nci;rlilK>rli(iod 
•rara^'c. Todav . it's one of I In* world's 
lar}Xi"sl I'ord dealerships, and its 
iiurcdilili' .sii« r(>s> has been a iihmIcI 
for aiiloiiiobilr people all over I he 
(•(lUiiIrN . Leon Clieriier i redits radio 
with a major role in the t onipanv s 
•.'real Miree.ss. " W e skirled im M U 1)1. 
•yi years a;/'). ' >a v ^ Mr. < liei m r. 
"(ind iir ie never liern off Jtir a siiKjIe 
day.'" WW DC. thanks the Ch.Tiier 
Motor Conij»aii> and its ,ii:ein > . kal. 
Illirlit li \ Merrick, for the \ ole of 
eontideiiee L'iveii b> one of oiir oldest 
eiiiisei lit iv e advertisers lo "llii- st.i- 
t inn thai keep^ penple in mind. 
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ADVERTISERS 



Robert V. Manson, market plan- 
ning supervisor-distribution, ap- 
pointed manager of market plan- 
ning for B. F. Goodrieh Tire Co., 
Akron. Prior to joining the eom- 
pany in 1962 he was profit plan- 
ning offieer for a New England 
food store ehain. 

Joe Rene, veteran independent 
arranger-produeer, joined the New 
York artist and repertoire staff of 
RCA Victor records. Formerly a 
free lanee arranger and producer 
for independent record labels he 
has produced such hits as "Tossin' 
and Turnin'," "My True Story," 
"One Track Mind." During the 
past ten years he has also been a 
staff producer for ABC Radio, 
Hollywood, as well as for "The 
Roberta Lynn Show." 




YOU SHOULD HEAR 

Stiin ForciiKiii, Miiiiaucr of KIIOK Ra- 
dio, Iloqiiinm, Wasliinnfon, says: "Not 
only hove llie CRC jiiifjlcs given us 
the hig inorket sound, llie CRC Money 
Maker Series has opened up many new 
accounts to us thru custom and cjuality 
presentations . . . To sum it up, WE 
LOVE OUR CRC SERVICE." 

Hear "MONEY MAKER" 

Call Dallas Collect 214 748-8004 

COMMERCIAL RECORDING CORP. 



Lewis C. Davis elected vice presi- 
dent in charge of marketing of 
General Baking Co., New York. 
Prior to joining the company he 
was vice president of Revlon, 
senior vice president of Rayco 
Manufacturing Co., president of 
Bonwit Teller, Philadelphia, and 
merchandising manager of Marsh- 
all Field and Co., Chicago. 

John J. Lennon appointed sales 
manager of Domestic Sewing Ma- 
chine Co. Most recently he served 
as national accounts manager for 
White Sewing Machine Division. 

Richard J. Grim, Jack H. Likins, 
Raymond J. Mulligan, Kenneth H. 
Westgate appointed vice presidents 
in charge of purchasing, produc- 
tion, sales and marketing, finance, 
respectively, of Allen Products Co., 
Allentown, Pa., packer of Alpo 
Dog Foods. Grim and Likins have 
been with the company for many 
years. Westgate was former CPA 
with his own practice in Allentown, 
and Mulligan was previously a sales 
manager for Burry Biscuit Co., di- 
vision of Quaker Oats. 

Jack E. O'Leary, f o r m e r 1 y in 

charge of direct-mail promotion 
and advertising for Reader's Di- 
gest-RCA Victor Record Club, 
joined Mercury Record Corp., Chi- 
cago, as head of its special sales 
division. 

Clarence Foster retired from the 
Prcstolite Co. after 49 years. Most 
recently he served as assistant 
manager of the parts and service 
division and administrator of Prcs- 
tolite Service Parts, Detroit. 

James C. Kerrigan named ac- 
count executive for Prcstolite Co.'s 
sales office, Milwaukee. Since 
joining the company in 1962 he 
has served as project engineer, elec- 
trical products plant, Syracuse. N. 
Y.. and section engineer. 

Charles Kaufman joined Reddi- 
Wip. Inc.. as a consultant in charge 
of research and new product de- 
velopment. He was formerly vice 
president of Foremost Dairies. 



Robert J. Cri^mley appointed d 
rector of promotions, publie; t 
lations department, of Aitierifis 
Airlines, New York, Since jhinir 
American nine years ago he hi 
served as special services and pn 
motional representative, maaSfi 
of public relations for the & 
York urea, and most recently saf 
ern director of public relations.. 

Kenneth E. Andren a p p a i Ji 

ed sales promotion manager » 
Bell & Howell Photo Sales 
Chicago. 



AGENCY 

The nj'ftf 
Walsh joijicd li 
publie relalbi 
department ; 
Wildriek & Mil 
er. New Yarl 
He comes to il 
agency f r© ! 
BBDO and Die 
ley - Anderson 
Yutzy, where b 
functioned asm 
count executive, writer, and con|at< 
for a variety of accounts id tl* 
agricultural, food processing, pad- 
aging fields. 

Robert A. Berman appointed wit^ 
president of Bronner & BM 
Chicago, formerly an account swf 
ervisor and tv-radio director t 
the agency, he continues to aifv 
in both capacities. 

Donald 4 
Grenley nam] 
director of pa't 
lie relations: ft 
K irehcr, Mel to 
& Collett pa) 
ton and Onsi 
nati advetftil 
agency. He fia 
served KH&C a 
assistant publi 
Grenley relations dkftfo 

for the past 16 months. 

Art Bach, Harry Wappler an 
Rc>beH Rockwell appointed tifDUH 
executives in the midwest siiles if 
vision of Wilding, Inc., Chis^gf* 
Baeli was formerly vice pr«t(fen: 
of Modern Talking Pieturc Str-ftW 
Prior to joining the agency he tl 
associate rector of St. Mark's EpiS 
eopal Chureh* Jacksonville, Rcrfe. 
well has seiA'cd Wilding fox tl« 
past five years as slidefilm direitP 
and manager of the division. 
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Alan A. Roberts, elected \ lee 
prcMilciit of Gcyer. Mi>rey. M;ill;ird. 
line.. New York. After joining the 
MgencA in l'^>57 he ser\etl as director 
of niiirketing research, western divi- 
jsioiii and later transfcred from the 
rhicagi> office to New ^'ork, iiiiti- 
aljj in marketing research and most 
recent l> in account maiiagcnient. 



:B:arry J. Ballister and Richard 
R, Vinyard elected vice presidents 
jt Ted Bates & Co.. New York. 
'Ballister. creati\e supervisor, came 




BalUstff 



I 'invtird 



|tu the agenc\ in 1959. from Gre> 
\jd\ertising. where he worked as 
« cop\ writer. X'inyard joined Bates 
n 1963 from Ralston I'urina Co.. 

,St. Louis, where he was advcrtis- 
ng and promotion manager. 



Dean Landis elected executive 
vice president in charge ol adnuii- 
istrativc services of Comptoii Ad- 
vertising, Chicago. .Since joining the 
agenc\ in 195.S as general manager 
he lias been named senior \ icc pres- 
ident and in 1960 electeil to the 
hoard of ilirectors. Draper Daniels 
joined the agenc\ as executive \ ice 
president in charge of creative serv- 
ices and will become a member of 
the agency's board of directors and 
chairnuin of the advertising plans 
board. Prior to his appointment by 
President Kennedy as National Ex- 
port F:x pans ion Coordinator in 1962 
he served Leo Burnett Co. in vari- 
ous capacities. 

William M. Alrich joins public re- 
lations staff of Ixwis Gilman, 
Inc.. Philadelphia. He was previous- 
ly editor of Ihe Spectator, national 
insurance magazine. Coinnicrciol 
A merit (I, foreign trade magazine, 
Presbyterian Life news magazine 
and Commonwealth Review, a 
weekly newspaper in Luray. Va. He 
is a member of the American Risk 
and Insurance Association and pres- 
ident of the Conestoga Community 
Concerts Association. 



Robert W. Moore to the eop\ de- 
partment of N' \S Aver \ Son. 
Phil.iilelphi.i Previous!) he was a 
copywriter for an export advertis- 
ing service and also spent a v(.ar 
free lancing, vv riling material in 
connection with the New ^'ork 
VS'sirld's I'air. 

Thomas C. O'Connell joined the 
pulic relations department of J M 
Mathcs. Inc. He came to the agen- 
cy from Cunningham & Walsh and 
Stephen Goer I Assoc. 

Richard Olsen, assistant media 
director at Dohert), Chffonl. 
.Steers Shenfield. n.imed vice 
president. 

Ronald P. Smillie joined Leo Bur- 
nett Co.. Chicago, as an account 
executive. He formerly headed his 
own agencv in St. Louis. 

Tad Bright joined Harold Cabot 
iV: Co.. lioston. as an account exe- 
cutive He is a member of the 
Safetv Council of the Chamber of 
Commerce, Philadelphia. 



Robert Volden joined Knox 
icevtrs Advertising as a copywriter. 
=|t v\:as formerly creative director 
tvith Graves & Associates and senior 
•Vriter with Campbell-Mithun. 

feorge M. Vanderbilt made cli- 
ent contact man for Meldrum & 
Fevvsmith. Cleveland. He joined 
\f & F in 1962 and was most re- 
xritly media buyer, consumer 
products, in the marketing services 
dapartment. 



Miss Marilyn 
Eastman named 
dir e c t r e s s of 
commercial de- 
pa r t m e n t of 
Hardman Assoc. 
Inc., Pittsburgh. 
She was respon- 
sible for one of 
the two commer- 
cials that placed 
a m o n li the 




Easitnan 



World's Ten Best" in the recent 
W<.*rnational Broadcastinu Awards. 



©tirth K. Mintz appointed account 
•xCfutiv'c in client services of Mc- 
iilgh and Hoffman. Inc., Birming- 
lam, Mich. He comes to the agency 

fter nine years with Campbell- 
rvvald Co., Detroit, most recently 

s account executive for Chevrolet. 



r 




HOW 
CAN 
YOU 
SOUND 




ON RADIO? 



Get a great jingle, that's how. From 
Studio Ten Productions. 
Studio Ten is new, and young, and 
vigorous. Studio Ten has an outstand- 
ingly creative talent-team. Studio Ten has 
really big facilities. Plus the best equip- 
ment in the business. 
Studio Ten is already gaining an enviable 
reputation for reliability. 
Tear out this page, send it to Studio Ten. 
and you'll get your very own jmgleman 
by return mail. No obligation, except to 
listen to him for five minutes. 
We'd like your business. How about it? 



STUDIO TEN PRODUCTIONS 

SUITE 1329. EXCHANGE BANK BLOG 0*LL*S 
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I 
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Edward H. Russell, president E. 
H. Russel, MeCloskey & Co., and 
George L. Beslow, president, Beslow 
Associates, re- 
ceived Good 
American 
Awards from 
the Chicago 
Committee of 
One Hundred at 
its annual dinner 
in Chicago. The 
award is present- 
ed to qualifying 
individuals an- 




Riisscll 



nually for "outstanding contribu- 
tions in the field of human relations 
and for practicing the basic princi- 
ples of American democracy." 

Yoland Toro promoted to assist- 
ant media director of Richard K. 
Manoff, New York. Prior to join- 
ing the agency in 1961 she was 
assistant to the research director at 
Blair TV. 

Robert W. Allrich, vice president 
and chairman of plans board at John 
W. Shaw Advertising, Inc., Chicago, 
will join Earle Ludgin & Co., Chi- 
cago, as a vice president and ac- 
count supervisor, April 13. 




YOU SHOULD HEAR 

Kcii Kilmer. Ceneriil MaiKijjcr of 
K-T I r Riidio, Coliiiiihiis, Nchrnskii, 
s:i\s. ")'f*;// library is i^real (iiul we are 
verv liappy witli it." 

Hear "MONEY MAKER" | 

Call Dallas Collect 214 748-8004 

COMMERCIAL RECORDING CORP. 



Jack S. Friedman, John L. Jaeck- 
el, and Keith L. Relnhard joined 
Ncedham, Louis and Brorby, Inc, 
Chicago, as copywriters. Previously, 
Friedman was an associate director 
of Compton Advertising, Chicago. 
Jaeckcl was with Griswold-Eshle- 
man Co., Chicago, as an account ex- 
ecutive. Reinhard formerly was cre- 
ative account executive for the Bid- 
die Co., Bloomington, 111. 

Joe K. Hughes, executive vice 
president and manager of Grant 
Advertising's Dallas office, trans- 
fered to Chicago as supervisor of the 
Dr. Pepper account. Charles W. 
Crandoll, vice president and ac- 
count supervisor with Traccy-Locke 




Hughes Cnmdull 

Advertising, Dallas named man- 
ager of Grant's Dallas office. Floyd 
G. Seose, account executive with 
BBD&O, Detroit, moved to Dallas 
as account executive for Dr. Pep- 
per. Larry Cugini, Jr., assistant ac- 
count executive on the Dr. Pepper 
account, Dallas, promoted to ac- 
count executive on Pommac, a new 
Dr. Pepper account. 



John D. Hayes 

joined Foote, 
Cone & Ber- 
ing's interna- 
tional division. 
New York, as 
an executive. 
He was former- 
ly vice presi- 
dent of the In- 
ternational Di- 
vision of Er- 




11 axes 



win Wasey, Ruthrauff & Ryan. 

Fred F. Flanagan joined the cre- 
ative staff of Geyer. Morey. Ballard. 
Previously, he has been copy super- 
visor at D'Arcy Advertising, and 
vice president and creative group 
head of Kcnyon & Eckhardt. 

A. John Accola, Jr., appointed 
executive of Chirurg & Cairns. 
New York. Some of his accounts 
will include Ward-Leonard. Bris- 
tol, Gravymastcr. and Kclco. He 
most recently served as president of 
Croot & Accohu New York. 
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Shivas 



James M. ftii- 

vas appointed 
account supervi- 
sor at Morse In- 
terhational. Hi 
has held several 
positions in 
vertising sni 
marketing vvitli 
Young & Hubi- 
cam; Normatt, 
Craig & Kurn. 



mel; and Carter Products. 

Albert M. Pari No appointed ditec- 
tor of sales promotion at Cunnijif- 
ham & Walsh, New York. He fe^ 
rnerly was with the S, C. I. Diyisian 
of Communications Affiliates, sales 
promotion arm of Interpublic, w& 
creative director of nieetijjfl. 
shows, and films. 

Samuel W. H. Boyce, marketing 
director of West, Weir & Baritf 
assigned as account executive m 
the Schieffelin & Co. account. Jg-c 
seph DiCarlo is assistant account 
executive and James F. Ryan, senietr 
vice president, serves as aecemul 
supervisor. 

Donald McGuinn joined Dc^flf- 
Dane Bernbach, New York, a% 
radio/tv department administfafer. 
Formerly he was with Geycr, MSP- 
ey, Ballard. 

William Pitney joined CunOiraft-' 
ham & Walsh. New York, asi fisr- 
count supervisor. Kent Rodcnter^' 
ger also appointed account execu- 
tive. He was formerly assistant •ac- 
count executive at Young & RilM' 
cam. 

Frederick C. McCorraack and Lu- 
cien Disolvo named media sopei^s 
visor and market research assoeiltl, 
respectively, at MacManus. John & 
Adams, Inc.. Chicago. McCormacI 
has held media posts with Edward 
H. Weiss. Hill. Rogers. Mason i 
Scott and Ketchum McLcQd i 
Gro\'e agencies. Disah'o recently mr 
signed as client service cxeeMtiW, 
Nlarket Research Corp. of i^niet- 
ica. 

John V, Marshall, formerly tfith 
Tatham - Laird. Chieago. ]QiMi 
Doyle Dane Bernbach as. an accoanl 
executive. 

Lloyd Whowell appointed prffifup- 
tion manager of Arends AdvertMnfi 
Hinsdale. HI. He will be in elitt|K 
of all mechanical produetion fiat 
the suburban agency. 



m 



'smmM 



T'lIVlE/ buying & selling 



Dipnatd F. McCarfy, dirccti)r oi 
radio iiuirkct (.lc%clopniciu. New 
York ollicc, iiiul Arthur O'Connor, 
maiujger oi the Petri)it ottice. arc 
winners of the l'>63-64 Shoclcathcr 
Avv;^rds presciitcd nniiuall) by 
Aver\-Kiuxlcl to A-K eiiTpKnces 
who Iki\c done outstanding siiles 
service on tvlialf of A-K-reprcscnt- 
cd radio and tv stations. McCart\ 
won in the radio category. Mr. 
O'Connor for t\. 

Gerald J. McGavick, Jr. appoint- 
led sales account cxectitivc for Met- 
SO t A' Sales. New York. For the 
past three >ears he served as tele- 
shJion account executive of V'cnard. 
r«rhet and McDonnell. 

I Roy H. Patterson, fornierlv with 
Conde-Nast Publications, joinetl the 
N'cvv ^'ork sales staff of Robert L, 
jWiHianis Co. John McCarthy np- 
"»ointed Chicago sales manager of 
>;mie company. 

Prem M. Kapur appointed nssist- 
int eastern sales manager, in charge 
if special projects of H-R rde- 
.i%ion. New ^'ork. He came to H-R 
in 1961 from W CAL - lA'. 

Charles A. McFadden appointed 
o Sitorer l ekn ision Sales. New 
fork. For past two years lie was a 
.:ile»»ni{m with \\'J\\'-'| \' Cleveland. 



V MEDIA 

Ronald Woods, assistant nier- 
hlindise director for KIT\' Los 
ngeles. promoted to merchandise 
ireetor. I'rior to joining KTI \' 
0 \ears ago he was with sales de- 
artment of the Oscar \iaver I'ack- 
rii: Co. 



John Miieham 

promoted to di- 
\ rector of sales 
I promotion a t 
». K I\'H - T\' 
Wichita. Since 
coming to the 
station in I960 
he has served 
as account exec- 
utive, local sales 
division. a n d 
s promotion director. He is a meni- 
€t of the Advertising Club. W'ich- 
a Cab Sei>ut Program and serves 
1 an advisory capacity in the Junior 
iChicvenient Television Co. ( KJ A). 
TOnspred b\ K lA'H, 




\lil< ham 



Charles M. Pickering jiimeil 
\\ - 1 \' Cleveland as assistant 
sales manager. He came to K^'W - 
I \' from the New ork oil ices ol 
l\AR. where he was a iiiembei ol 
I he sales staff. 

Glenn Mclntyre, former market 
and media ilireetor for L. C Cole 
Agency . San l-rancisco. named sales 
service manager at KHJ- i\'. A {ox- 
mer buyer u itli Dovie Dane Bern- 
bach. I .OS Angeles, he has owneil 
his ou n agencv and was in meilia 
sales for five years in southern Cal- 
ifornia. 



George D. Tons 
announced his 
reiirement as na- 
tional sales co- 
ordinator o f 
KDKA - TV. 
Pittsburgh. Prior 
to joining the 
station in 1 956 
he v\ as \v i t li 
WHC Chicago 
and was sales 
KDKA Radio from 




manauer of 

1945-53. 



Larry Sisson, formerly senior ad- 
vertising and promotion writer for 
WPIX-'i A' New York, appointed di- 
rector of advertisins:. promotion and 
public relations 1or KHOl'-TV 
I louston. Previously, he served as 
senior advertising and promotion 
writer for the ABC Radio Network, 

Arthur D. Morse appointed exec- 
utive producer of CBS Reports. As 
a staff producer since 1960 he has 
produced broadcasts including I lie 
( ailu>li( \ and the Schools- and 
Jl'K: A I ';■('»»■ /><;/;; the Cabinet. 



Gene Mitchell 
promoted t o 
newly created 
position of sales 
111 a n a u e r , 
W NAC-T\' Bos- 
ton He w a s 
formerly an ac- 
count executive 
and head of na- 
tional sales at 
W I IT Boston. 




Mm lull 



Thomas Tart, Michael Prescott 
and Richard Zelig appointed ciHirdi- 
nator. production leclinical opera- 
tions and estimating; business man- 
ager, scenic services; and business 
manager, engineering, facilities and 
radio services, respect ivelv . NBC. 
Tart joined the iietu ork in 1 92 SI as 
a page, and lias since served in such 



PRO 




ROC lUJSSKLL 

"}yi8Consin Road Show" Maestro 

Your radio message never got 
s licit mileage in iraffic hours 
as when you pul it on Rog 
Russell's "Wisconsin Road 
Show." 3:30 to 7 p.m. This 
radio "spectacular" commands 
a listening audience, both at 
home and on w heels, that 
spraw is out e\en beyond the 
immediate Madison market — 
to all of Southern Wisconsin. 
Rog's up-tempo music . . . his 
talent for talking with, not just 
to, iiis audience . . . and his 
program's "'page one" style of 
reporting wea titer and road 
conditions set up an ama/iiig 
autiieiiee-receptivitx for \our 
product messaue. It's tiie kind 
of WKOW I'ROgramming that 
gives you a real run for xour 
tiionev! 



WKOMM 
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capacities as supervisor of stage- 
hand scheduling, business manager 
of live operations, technical opera- 
tions, tv network operations, and 
most recently as business manager, 
scenic services. PrescOtt, an NBC 
employee for ten years, joined the 
network as an accountant to become 
a financial analyst in NBC-TV busi- 
ness affairs in 1957 and most re- 
cently business manager of engineer- 
ing facilities and radio services. Ze- 
lig joined the network in 1963 as 
coordinator, budgets, operations and 
engineering. 



RADIO MEDIA 

Jack L. Katz named program di- 
rector of KMA Radio Shenandoah, 
Iowa. He is the former owner of 
KOAL-FM Omaha and manager of 
KMEO Omaha. 

Ed Silverman promoted to assist- 
ant director of operations for ABC 
News. As a news correspondent he 
has covered for both radio and tv 
the Ruby Trial in Dallas, the New 
Hampshire Primary, the March on 
Washington, the Hazelton, Pa. 
mine rescue. 




U. E. Lee Ghisjjow, Vice President and 
General Mananer of WACO, Waco, 
'I'exas, sajs: ". . . iiivaliiahle in making 
MiU'W especially to Grand Name Ac- 
coinils. 1 1 i\' one of the best services 
ever clevelopetl for the radio indnsiry, 
at such a reasonable price." 

Hear "MONEY MAKER" j 

Call Dallas Collect 214 748-8004 

COMMERCIAL RECORDING CORP.| 



Ceorge C. Stevens appointed 
manager of Taft Broadcasting Co., 
New York. He had previously been 
viee president of Transeontinent 
Television Corp. for six years and 
prior to that had spent many years 
with the NBC in sales and admiri- 
istration. 

Eugene G. Clark, Jr. named oper- 
ations manager for KSTP Radio 
Minneapolis-St. Paul, He has served 
KSTP as a radio salesman and ad- 
ministrative assistant for the past 
eight years. 

Jack Coppersmith joined the sales 
staff of Radio KMA Shenandoah, 
Iowa. He comes to KMA from 
Omaha where he served as mana- 
ger of radio station KOCO. Dean 
Naven promoted to news and spe- 
cial projects director. 

Charles E. Gunn resigned as gen- 
eral sales manager, CKLW AM-FM 
radio Detroit. This office will be di- 
rected on an interim basis by E. C. 
Metcalfe, director of sales/opera- 
tions, 

David A. Pinnell appointed joint 
managing director with Edgar Blatt 
of Davenport & Meyer (PTY) Ltd., 
Johannesburg, S. Africa. 

George Kercher appointed to 
WEW Radio's sales staff, St. Louis, 
after his recent retirement, after 25 
years as manager of the Edward Pet- 
ry Co., St. Louis office. 

Jayne Swain appointed vice pres- 
ident and general manager of KGB 
San Diego. She comes to KGB from 
KSTN Stockton, where she was gen- 
eral manager. She is a member of 
Radio Television Executives Society, 
and American Women in Radio and 
Television. 

Ed Byron named executive pro- 
ducer in charge of ABC radio's up- 
coming drama series. He is the cre- 
ator of Mister District Artorney. He 
comes to the ABC Radio Network 
from NBC-TV's special program 
sales department where he served 
as an account executive for five 
years. 

Dr. George Gerbner, associate 
professor at the In.stitute of Commu- 
nications Research, University of 
Illinois, named dean of The Annen- 
berg School of Comunications, Uni- 
versity of Pennsylvania. He will 
complete this year his duties as 
project director of Mass Conumuii- 
cutions and Popular Coiici'ptlons of 



Education- A Cross-Cnltunal SuMy 
A Comparative Study of Fihns mu- 
the "Film H,efo," which he is diiac; 
ting under a National Science Fofta 
dation grant, will be completed nM 
year. 

SYNDICATION 
& SERVICES 

Frank Doak, formerly genpi 
sales manager of Hardman Asspf] 
ates, Pittsburgh, namcjd head of 
dio show syndication depaftmeiil ii 
order to devote full time to ilii 
placement of three new shows, np' 
ready for syndication. 

Oscar Katz appointed execlltif! 
vice president in charge of produc 
tion for Desilu Productions. He re 
signed as CBS Television Netwdfl 
vice president, program adminislrl- 
tion, to accept the new position m 
the west coast. 

Malcolm Sherman appointed! fl- 
sistant sales manager in the Ll.;S 
for Hollywood Television Servfi|a 
TV syndication wing of the Repil* 
lie Corp. For the past three yeaB 
was west coast and southern distrilf 
sales manager for HTS. 




Sherman Sns'iimn 



William Susman, vice prcsiitettl 
of MPO Vidcotronies, Inc., electjid 
to board of directors. He will pan- 
tinuc to serve as an executive fifr 
duccr. 

Paul Rosen joined Creative Man- 
agement Associates, New YQlk| M 
vice president and officer. FomreJLy.. 
he was a partner in the managcnttilJ 
and production firm of NRB, 

Boyd Kelley, broadcaster, jotM 
the national media brokerage flini 
of Haniilton-Landis & Aiisoc Pal- 
las. He has been in radio sinie itP 
I93fl's, startinii as announccr-iti}ei' 
nian for KCRS Midland, Texas. 
Presently, he is owner of KOTT 
Stamford, Tex. He was a charMr di- 
rector of the Texas Association «f 
Broadcasters, NAB dircetor af Off 
trict 13, and a member of the MH' 
lual Broadcasting System AffiMalcs 
A d viso ry Conin li t tee . 
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Tel en si on /s the on ft/ 
ef/}cteti[ trat/ to reach (he 
49-eounlf/ Xoiih Florida/ 
Soath Georgia regional ma rhei, 
and WJXI] JachsonviUe 
is the only television slat ion 
to blanket the total area 



WUXT 

JACKSONVILLE 
FLORIDA 

Represented by TvAR 

POST- NEWSWEEK 

STATIONS A DEvisiON or 

THE WASHINGTON POST COMPANY 
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hi a class hij itself 



Masterpiece — exceptional skill, far-reaching values. This is the quality 
of W'W'I ladio-tclcvisioii scn icc— in cntertaiiiiiu'iit, news, sports, information, 
and public all airs pi ()si;raniniin<!;. TIk' results are impressive— in audience lovaltv 

and conmuuiits" stature, and in ^A7'\\/" | \\/^\A^ I ^[^ \ ^ 

sales impact ior the ad\ertiser V\ V\*Jail(l >'\ \'\ 'J ^ \ 

(Ml WWJ Radio and Television. THE NEWS STATIONS 



Owned and Operated by 



The Detroit News • Affiliated with NBC • National Representatives: Peters, Griffin, Woodward, Inc. 



